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ABSTRACT
Ethnic food has grown quickly in the market, and it is one of the major trends 
in the restaurant industry. Ethnic food is also often used as a way to promote national 
cultures for the purpose of boosting the tourism industry, due to its characteristic of 
representing a region and/or culture. Marketing strategies using ethnic cuisine have 
included supporting and creating overseas restaurants serving ethnic cuisines. 
However, there has been little study on why people choose to go to ethnic restaurants 
over other kinds of restaurants and how this choice is related to travel motivations.
This study adopted pragmatists’ approach using a mixed method, consisting 
of a qualitative stage (two stages of semi-structured interviews), and a quantitative 
stage (questionnaire survey). After the qualitative stage, seven motivational factors 
for visiting ethnic restaurants and five common motivational factors for visiting 
ethnic restaurants and travelling were identified, as well as the relationships between 
ethnic restaurants and tourism. The quantitative method involved the development 
and validation of the motivational factors identified in the qualitative stage. Also, 
using South Korea as a case study, quantitative stage empirically tested the influence 
of ethnic restaurant experiences on the intention to travel, based on 313 usable 
responses.
The findings of the quantitative stage resulted in several significant findings. 
Firstly, this stage uncovered five underlying dimensions of the motivational factors: 
(1) Novelty, Learning and Culture, (2) General Restaurant Attributes, (3) Sensory 
Appeal, (4) Health Concern, and (5) Change and Escape. Also, seventeen-item final
scale was developed and confirmed. Secondly, this stage empirically identified 
relationships between tourism and ethnic restaurant experiences which indicated that 
they not only share common motivational factors but also influence each other. 
Using an extended Thory of Planned Behaviour model with additional variables, this 
study also revealed that food-related personality can affect the intention to travel to 
Korea.
The major contribution of this research is that this study is the first step in 
exploring relationships between ethnic restaurant experiences and tourism, both 
theoretically and empirically. The study also provides a motivational scale related to 
visiting ethnic restaurants, which have unique characteristics compared to other kinds 
of restaurants. This contribution adds to the body of literature about ethnic 
restaurants and tourism. By identifying these motivations and relationships, this 
study contributes to both academic research and to practitioners in marketing ethnic 
restaurants and tourist destinations through ethnic cuisine.
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CHAPTER 1 INTRODUCTION
1.1 Background of the research
1.1.1 Food in tourism
Food choice is one of the most frequent human behaviours (Koster, 2009). 
Recently, increasing number of studies on consumers’ motives for their food choices 
have been conducted (Chen, 2007). Although food choice seems a simple process, 
food choice is a very complicated behaviour influenced by many factors (Koster,
2009), including food-related personality traits, such as food neophobia and food 
involvement, which can play a significant role in predicting and explaining personal 
food choice (Kim et al., 2010; Eertmans et al., 2005). While there has been 
substantial study of various food choice models that examine and describe the 
complexity of food choice behaviour, there is sparse published research related to 
food choice in the tourism and hospitality industry setting (Kim et al., 2009), 
specifically associated with ethnic restaurants.
Food in tourism has long been regarded as an important component of the 
tourist experience at the destination, in creating a memorable experience (Plummer et 
al., 2005; Hall & Sharpies, 2003). Food means more than eating since it is related to 
issues of identity and culture. Native food represents the place of origin as well as the 
local landscape and culture and is recognised as an important part of the cultural 
tourism market (Mason & Paggiaro, 2012). Consuming local food has been regarded
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as one of the essential parts of the tourism experience, as tourists often seek authentic 
and unique experiences, and consumption of local food leads the tourist closer to the 
host culture. Kim et al. (2009) demonstrated that tasting local food satisfies tourists’ 
appetite and offers local cultural experiences, and tourists consider local food not 
only as a way to stay hunger but also as one of the unique and original attractions 
during a holiday. Long (2004) stated that the food experience during a holiday is an 
easy way for tourists to enjoy and accept local cultures that differ from their own.
Moreover, the food itself can play a critical role in differentiating and 
promoting a tourist destination. Food helps to enhance the quality and 
competitiveness of a country’s tourism industry through marketing strategies and 
brand-building (du Rand et al., 2003; Lan et al., 2012). Cohen and Avieli (2004) 
pointed out that towns, cities, regions and even entire countries can become well- 
known for their unique cuisines. Since food is often branded by nationality, there are 
opportunities to create a positive association between food and a destination (e.g., 
Chinese, French, Italian and Mexican) (Okumus et al., 2007). Food can eventually 
increase the likelihood that tourists will visit the regions when the food or image of 
the cuisine becomes popular in tourists’ minds since it will naturally link to an array 
of benefits and positive expectations of the quality and reliability of the food. In the 
end, it will naturally lead to increased travel intentions to the region where the food 
originates (Homg & Tsai, 2010; Homg et al., 2012). Accordingly, food can act as 
either a primary or secondary trip motivator (Quan & Wang, 2004) by influencing 
the tourist’s destination choice or decision making (Ritchie et al., 2011).
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1.1.2 Ethnic restaurants and tourism
Given the above, ethnic food, which is highly culturally based compared to 
other types of food (Chaney & Ryan, 2012), can play a critical role in destination 
marketing, and people’s experience of ethnic food in ethnic restaurants in their own 
home countries can have a significant influence on their holiday decision-making 
process since it can create the positive image about a region as a tourist destination.
According to Meulenberg and Viaene (1998), consuming ethnic cuisine is 
one of the major trends in food preferences, and the market for ethnic foods has been 
growing fast in the restaurant industry because of the international trade, 
globalisation, migration and tourism (Jang et al., 2009) that has exposed the ‘average 
world citizen’ to various ethnic foods and products (Torres, 2002). In addition, 
Verbeke and Lopez (2005) maintained that people’s desire for healthier but still 
flavourful cuisine has contributed to the growth of the ethnic foods industry. 
However, what motivates people’s decision to go to ethnic restaurants and the factors 
that influence this choice have not yet been fully outlined.
Ha and Jang (2010: 525) defined ethnic foods as “foods from other countries 
that an individual does not eat on a regular basis”, and used Korean restaurants in 
their ethnic restaurant study since they are accessible but are still perceived as 
“exotic” to customers in the US. In the same context, Lee et al. (2009) excluded 
Italian and American food from their study regarding the ethnic restaurant image in 
South Korea, since Italian and American foods are no longer regarded as “exotic” 
and “not so familiar” to most of Korean customers, as they have become mainstream
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in the restaurant industry. Therefore, even though a food is from another country, it is 
not considered ‘ethnic’ if the food has become common to customers in their daily 
lives.
Ethnic food is also defined as being characteristic of a region and/or culture 
reflecting the attitudes, values, traditions, heritages and beliefs of a culture (Mora, 
1998). In this respect, ethnic food is consumed as a way to experience “tourism at 
home” (van den Berghe, 1984; Cohen & Avieli, 2004), so it is often used as a way to 
promote national culture in order to boost a country’s tourism industry, as seen in the 
case of South Korea. In 2010 the Korea National Tourism Organisation, in 
association with the Ministry for Food, Agriculture, Forestry and Fisheries, 
announced a strategy to boost the tourism industry of South Korea through 
promoting Korean food and supporting Korean restaurants abroad (Gonggam Korea,
2010). The tourism Bureau of Taiwan has also promoted Taiwanese cuisines with an 
international culinary brand marketing strategy that aims to create a unique culinary 
brand in the international market through consistent image-building of Taiwan’s food, 
thereby attracting more foreign tourists (Homg et al., 2012). In 2010, the Gourmet 
Taiwan International Action Program was launched to internationalise Taiwanese 
cuisine, boost the global competitiveness of the Taiwanese restaurant industry, and 
increase Taiwan tourism by assisting restaurateurs in developing overseas business 
locations and marketing Taiwanese cuisine overseas (Lan et al., 2012). Likewise, 
Thailand launched the Global Kitchen Project to export its cuisine globally by 
creating overseas Thai restaurants to bring Thai food to the world and enhance 
Thailand’s gastronomic identity. Through its promotional advertising, the country 
also invites tourists to experience its cuisine in Thailand, believing that those who
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taste and love Thai food overseas will eventually want to travel to Thailand (Homg 
& Tsai, 2010).
However, the empirical evidence on how ethnic restaurants can be used in 
tourism marketing is scarce, especially evidence regarding how the experiences of 
certain ethnic foods and restaurants impact a customer’s attitude toward the culture 
of the country and the intention to visit. Therefore, one of the primary objectives of 
this study is to address this gap in the destination marketing literature.
Another possible effect of ethnic food experiences in ethnic restaurants is the 
reduction of fear of having local food at a tourist destination. All or nearly all tourist 
activities are food-related, and whether a tourist is interested in trying local food as a 
tourist experience or not, he or she needs to eat (Plummer et al., 2005). Local 
cuisines have unique flavours, ingredients, methods of preparation and service and 
religious associations, such as eating with the hands or sharing food platters, which 
are considered as authentic to local people and to tourists who are seeking for 
authentic experiences, but it may be unacceptable to some tourists (Scarpato, 2002; 
Cohen & Avieli, 2004). Consuming different types of food other than one’s own 
requires a sense of adventure, adaptability, and openness to other cultures, all of 
which involves a certain amount of risk because eating directly involves the body 
(Molz, 2007; Cohen & Avieli, 2004).
One personality trait closely related to the perception of the risk of 
consuming unfamiliar food such as ethnic food is food neophobia. Pliner and Hobden 
(1992:107) defined food neophobia as a personality trait, “a continuum along which
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people can be located in terms of their stable propensity to approach or avoid novel 
foods” and suggested a ten-item food neophobia scale that could assess the presence 
and degree of food neophobia. Food neophobia refers to the willingness to try novel 
foods but is also associated with the frequency of eating, intake quantity and the 
anticipated actual liking of the foods (Eertmans et al., 2005). The food neophobic 
tendency can be a significant personality trait in food consumption in tourism 
(Fischler, 1988) since some tourists can be reluctant to try unfamiliar local foods 
because of unfamiliar ingredients or the risk of being unaccustomed to its taste or 
flavour (Mak et al., 2012). Moreover, according to optimal arousal theory (Iso-Ahola, 
1980), people tend to avoid or withdraw from a leisure or tourism setting if it is 
perceived as providing too much risk. Therefore, an individual may avoid going to a 
tourist destination in the first place if he or she regards the local food as too 
unfamiliar and perceives it as risky.
Nevertheless, increased exposure to other ethnic cuisines can decrease the 
perceived risk, and ethnic restaurants can play this role for potential visitors of the 
destination. Tourists can have wide exposure to foreign and unfamiliar food based on 
the increased availability of ethnic restaurants in their home settings that give them 
the opportunity to be acquainted with foreign cuisines and to gain some knowledge 
or information about local foods, even though they have not yet been to the cuisine’s 
place of origin (Mak et al., 2012). Repeated exposure to certain foods tends to 
increase preference for and familiarity with those foods (Pliner, 1982), and increased 
exposure to a wide variety of ethnic dishes increases the interest in consuming local 
foods and ethnic foods (Torres, 2002). Homg et al. (2012) support this idea in their
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finding that familiarity with a tourist destination’s cuisine has a positive influence on 
the intention to travel to the destination.
Therefore, identifying why people choose to go to ethnic restaurants and how 
the visits impact future intentions is a necessary area of research for both academic 
and practical reasons. However, research regarding ethnic restaurants has tended to 
focus on customers’ perceptions of the ethnic food or the ethnic restaurant itself (Ha 
& Jang, 2010a), rather than the food’s impact on decision-making.
1.2 Overall objectives of the research
The purpose of this study is to investigate the main determinants of customers’ 
decisions to go to ethnic restaurants in order to identify customers’ motivations for 
visiting ethnic restaurants and how they are related to travel motivations and tourism 
in order to determine how ethnic restaurants can be used as a marketing tool for 
tourism.
This study also examines how a customer’s experience in ethnic restaurants is 
related to his or her intention to visit the restaurant’s country of origin. Based on 
previous literature, ethnic restaurants may directly influence people’s intention to 
visit the restaurant’s country of origin by giving them a positive attitude about the 
country’s cuisine and culture. Experiences in ethnic-food restaurants can also have 
an impact on people’s intention to visit the restaurant’s country of origin by
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increasing their familiarity with the food, thereby affecting their perception of the 
risk associated with the country’s cuisine.
In short, the aim of this study is to identify the motives that influence 
consumers to visit ethnic restaurants and to examine how visiting ethnic restaurants 
influence outcome variables like the intention to visit the restaurant’s country of 
origin. The specific objectives of this study are:
1. To provide a better understanding of the motivation to visit ethnic 
restaurants.
2. To identify the connection between the motivation for visiting ethnic 
restaurants and travel motivation and tourism.
3. To explore the relationship between experiences with ethnic restaurants and 
the intention to travel to the restaurants’ countries of origin.
1.3 The setting of the study and the rationale for selecting four 
types of Asian restaurants (Chinese, Thai, Japanese and Korean)
In the UK the consumption of ‘foreign’ food has grown rapidly since the 
1950s, and such foods became widely available in the 1960s. Because of India’s 
colonial history and mass immigration to the UK, Indian cuisine has long been 
embedded in Britain’s cultural consciousness (Buettner, 2008). Indian cuisine
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(including cuisine from Bangladesh, Pakistan and Nepal) and Chinese and Arabic 
cuisine has become widespread in the ethnic restaurants market. With the rapid 
expansion of the numbers of ethnic restaurants, London was named in 1970 the city 
with the richest variety of restaurants of all cities on earth, although the spread of 
ethnic restaurants is not confined to London (Abdullah et al., 2009; Warde, 2009).
The size and variety of the ethnic restaurant market in the UK expanded 
gradually between 2007 and 2012, with growth of around 6 per cent, valued at an 
estimated £4,091 million in 2012. The British customers’ demand for ethnic cuisines 
is greater than ever, with an increase in the proportion of consumers who eat in 
ethnic restaurants about once a week (Keynote, 2012; Mintel, 2012). It is predicted 
that the ethnic restaurants market will experience modest growth of 12 per cent to 
£4.6 billion between 2012 and 2017 (Mintel, 2013a). Market research in the UK 
shows that ethnic restaurants, such as Chinese, Indian, Thai, Japanese and Mexican, 
are the second most frequently visited restaurants, following pubs, and followed by 
Italian, fast-food restaurants, British and European restaurants (Mintel, 2013b). 
However, because of the current economic recession, saving, rather than dining out, 
has become the top spending priority of the UK consumers, adding to the intense 
competition amongst restaurants. Therefore, it is important for these ethnic 
restaurants to provide consumers with more tangible reasons to visit, so it is 
necessary to determine why customers visit ethnic restaurants and what they expect 
to experience in there.
‘Ethnic restaurant’ is difficult to define. Strickland (2013) defined an ethnic 
restaurant as one that prepares and sells food that is geographically, historically or
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ethnically linked to a culture that is perceived as distinct by themselves or by others. 
Turgeon and Pastinelli (2002: 252) defined an ethnic restaurant as “a restaurant 
whose signboard or publicity clearly promises the national or regional cuisine of 
another land” and argued that the term ‘ethnic’ refers to “outsiders, people who come 
from far away and who are foreign to the mainstream culture”. Ha and Jang (2010b: 
525) defined ethnic foods as foods from other countries that are accessible but still 
perceived as ‘exotic’ by customer, so they used Korean restaurants in the US in their 
study. Similarly, Lee et al. (2009) excluded Italian and American food from their 
study regarding the ethnic restaurant image in South Korea, since Italian and 
American foods are no longer regarded as ‘exotic’ by most customers. In this sense, 
Asian restaurants fall perfectly into the category of ‘ethnic restaurants’ for UK 
customers, while it is arguable whether French and Italian restaurants could be so 
regarded. The market research regarding ethnic food and ethnic restaurants in the UK 
(e.g.. Keynote, 2012; Mintel, 2012, 2013a, 2013b), excluded restaurants like French 
and Italian restaurants and included primarily restaurants from the Far East Asia, the 
Caribbean and Mexico. Among these ethnic restaurants, half were of Asian origin, 
including Chinese, Thai, Japanese, Malaysian, Vietnamese, Korean and Indonesian 
restaurants. The variety of dishes and the accessibility of these Asian restaurants 
continue to drive the ethnic restaurant market sector (Mintel, 2013a). Therefore, a 
similar approach towards defining ethnic restaurants was employed for the present 
study, and Thai, Japanese, Chinese and Korean restaurants were used. These are 
considered ‘exotic’, so they are ‘ethnic restaurants’ to UK customers. Mintel’s 
(2013a) market survey based on 1,872 internet users over age sixteen who visited 
ethnic restaurants showed that, while 83 per cent of ethnic diners tried Chinese food, 
44 per cent tried Thai, 26 per cent tried Japanese, and only 9 per cent tried Korean.
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Therefore, including these four types of restaurants in the study enabled the 
researcher to explore the diverse motivations for visiting ethnic restaurants of various 
levels of popularity, from popular ethnic restaurants like Chinese to not-so-familiar 
ethnic restaurants like Korean.
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Seo Yeon Jang CHAPTER 1 INTRODUCTION
1.4 Structure of the thesis
This thesis comprises seven chapters. Figure 1.1 illustrates the structure of the thesis.
CHAPTER 1
Introduction
CHAPTER 3
Literature review: Tourist Motivation
CHAPTER 7
Conclusion
CHAPTER 4
Research methods
CHAPTER 2
Literature review: Food choice motives and restaurant 
choice motivation
CHAPTER 5
Findings and discussion I 
(Qualitative stage: Interviews)
CHAPTER 6
Findings and discussion II 
(Quantitative stage: Questionnaire)
Figure 1.1 Structure of the thesis
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Chapter 1 provides introductory insights into the topic addressed by this study, with 
rationale from the relevant academic resources and presentation of the overall 
objectives and structure of the thesis.
Chapter 2 reviews the literature on food choice motives and restaurant choice 
motives. The most commonly used tool for food choice motives and restaurant 
choice attributes are identified and discussed in order to link them and justify the 
necessity of developing measurement for ethnic restaurant choice motives.
Chapter 3 addresses tourist motivation. The relevant literature is reviewed to explain 
tourist motivation and its influence on travel intentions in order to set the background 
of the current study, which is to explore common motivations between motivations 
for ethnic restaurant choice and those for travel.
Chapter 4 discusses methodological approaches. The most appropriate research 
method is selected after a thorough investigation of research paradigms and relevant 
research strategies. The research design, including the data analysis method, 
sampling, the interview procedure and the procedure for developing the 
questionnaire, is explained. The pilot study process and results are also reported.
Chapter 5 presents the findings of the face-to-face interviews in the qualitative study. 
The results from interviews comprised two phases, one regarding motivations for 
choosing ethnic restaurants and the other regarding motivations for travel. The 
results identify common motivations between them and how they influence each
other. This guides to the quantitative stage of the study.
=
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Chapter 6 presents and discusses the findings from the questionnaire survey, the 
quantitative part of the study. Results show the influence of ethnic restaurant 
experiences on customers’ intentions to visit the origin country and refine the 
motivational factors identified in Chapter 5.
Chapter 7 summarises the research findings and discussions for the whole study. 
Conclusions for whole thesis are made, and theoretical and managerial implications 
are discussed based on the findings. Recommendations for future research are made, 
and limitations of the study are stated.
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CHAPTER 2 FOOD CHOICE MOTIVES AND 
RESTAURANT CHOICE MOTIVATION
2.1 Introduction
Understanding food choice motives is important since food choice can be an 
essential part of the motivation to choose a certain restaurant. The goal of this 
chapter is to provide a conceptual background for the current research in motivations 
for choosing a restaurant, including investigating whether existing instruments for 
measuring food choice motives can be adapted to develop a motivational scale for 
restaurant choice. This will help to have insight into ethnic restaurant choice 
motivation.
This chapter is composed of three parts. First, general food choice motives 
and an instrument which has been most commonly used to measure food choice 
motives are discussed through a review of existing literature. Second, motives for 
choosing restaurants that have been identified through previous study are explained. 
In the final section, food choice and motives for restaurant choice are compared in 
order to determine whether the scale for measuring food choice motives can be used 
in examining motives for restaurant choice and which attributes are unique to 
motives to choose restaurants.
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2.2 Food choice motives
Abundant research has identified many influences on food choice (e.g., Furst 
et al., 1996; Martins & Pliner, 2005; Mela, 1999), and it is commonly believed that 
an individual’s behaviour, such as his or her choice of food, is driven by values, 
attitudes and motives. According to Pohjanheimo et al. (2010), personal values are 
relatively consistent in people’s lives, while attitudes and motives change easily, 
based on time and place. Schwartz (1994) identified ten value domains and defined 
personal values as (1) concepts or beliefs (2) relating to desirable end states or 
behaviours, (3) controlling specific situations, (4) guiding the selection or evaluation 
of behaviour or events and (5) being ordered by importance. How people order the 
importance of their values varies, and these personal values influence people’s 
motives and guide how they perceive and experience food in their daily lives. It is 
assumed that human values drive the motivation for human behaviour, especially 
when choices are involved, and food choice is not an exception (Brunso et al., 2004). 
Some researchers argue that food choices are unconscious processes since people 
know little about their true values, motives, beliefs or even feelings (Wilson, 2002), 
so these values and motives are the effects of an individual’s behaviour rather than 
the causes of behaviour, since people devise stories to explain their behaviours. In 
other words, people know little about the motives behind their behaviours, but once 
they are asked about the reason for their acts, they devise narratives based on the past 
behaviours they remember. However, as Myung et al. (2008) maintained, it seems 
obvious that people have reasons for making particular choices since they want to 
select a specific option that will provide them the best benefit compared to cost.
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In their study of the relationship between values and food choice motives to 
bread, Pohjanheimo et al. (2010) directed their interest to differences between 
customers with hedonic values and customers with traditional values, among the ten 
values Schwartz (1994) identified. This study, conducted in Helsinki, Finland, 
involved 224 consumers between 15 and 63 years old. Consumers completed a 
shorter version of the Schwartz Value Survey (Schwartz, 1994) and were divided 
into groups according to their values. The subjects then completed the Food Choice 
Questionnaire (FCQ) to assess their motives for their food choices and to establish 
correlations between those choices and their values. The authors found that 
traditional consumers differentiated themselves firom hedonistic consumers by 
placing importance on ‘familiarity’, ‘natural content’ and ‘ethical concern’. On the 
other hand, hedonistic consumers regarded ‘sensory appeal’ as more important than 
traditional consumers did (de Boer et al., 2007). The preferences of each group of 
consumers also differed according to their values and motives. For example, 
hedonistic consumers preferred softer bread, and traditional consumers preferred rye 
breads more than hedonistic subjects did. Thus, personal values have an influence on 
motives for making food choices and actual behaviour at least to some degree, which 
is contrary to the views of some researchers who have claimed that food choices are 
unconscious processes (Wilson, 2002).
Furst et al. (1996) categorised the attributes that motivate consumers to make 
food choices into two groups: food-internal aspects and food-external aspects. Food- 
internal aspects connect to the properties of the food itself, such as taste, nutrient
content, and texture, while food-external aspects relate to the physical environment
=
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in which consumers make the choices and to individual preferences. A variety of 
social, cultural and economic factors contribute to the food-external aspects 
(Fotopoulos et al., 2009), as do individual differences, such as age, gender and race 
(Scheibehenne et al., 2007). Eertmans et al. (2005: 715) asserted that people select 
certain foods “through the weighting of various food choice motives” like sensory 
appeal, health, price, and convenience. There have been several models proposed for 
understanding food choice behaviour.
2.2.1 Models explaining food preference and choice
Like any other human behavior, food choice is influenced by many 
interrelating factors, such as cultural, psychological, physiological, social influences 
(Shepherd & Sparks, 1994; Koster, 2009). There have been a number of models 
proposed which attempt to delineate the potential factors affecting general food 
choice, reflecting complexity of food choice behaviour. One of the earliest attempts 
to explain the factors affecting food choice behaviour is the food acceptance model 
proposed by Pilgrim (1957). Pilgrim’s model suggests that food acceptance is 
influenced by three components: (1) physiological factors, such as hunger and 
appetite, (2) sensation component which comes from sensations elicited by the food 
as well as the reaction by the sensory receptors, and (3) attitudes component, which 
refers to attitudes towards the food derived from environment, learning and past 
experience (Figure 2. 1).
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Source: Pilgrim (1957)
Figure 2.1 Food acceptance model
Pilgrim (1957) stated that although three components of the model seem to 
contribute its own part to the perception and final acceptance of the food, it does not 
imply that they are independent from each other, but there exist mutual interactions. 
Also, one component can have greater influence than other components. For example, 
attitude, which is formed by past experience, can be more important in food 
acceptance than physiological component, such as hunger.
Khan (1981) proposed more comprehensive model including factors which 
were neglected in Pilgrim’s model, such as age, gender and cultural background. 
Khan (1981) classified the factors affecting food preferences into seven categories:
(1) personal factors, (2) socio-economic factors, (3) educational factors, (4)
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biological, physiological and psychological factors, (5) cultural, religious and 
regional factors, (6) extrinsic factors, and (7) intrinsic factors (Figure 2.2).
Food Preference
Educational status of 
individual 
Family nutrition education
Educational Factors
Environment-Situational 
Advertisement & merchandising 
Time & seasonal variations
Extrinsic Factors
Biological, Physiological 
& Psychological Factors
Age & sex 
Physiological changes 
Psychological influences 
Biological aspects
Socio-economic Factors
Family income 
Food costs 
Symbolic meanings 
Social status 
Security 
Society
Cultural, Religious 
& Regional Factors
Cultural origins 
Religious background 
Beliefs & traditions 
Culture & race 
Geographical regions
Food appearance 
Food odour 
Food temperature 
Food flavour 
Food texture 
Food quality 
Food quantity 
Food preparation 
Methods and presentation
Intrinsic Factors
Level of expectation 
Priority 
Familiarity 
Influence of others 
Individual personality 
Appetites 
Moods and emotions 
Meanings attached to foods
Personal Factors
Source: Khan (1981)
Figure 2.2 Factors influence food preferences
Khan’s personal factors refer to expectation of food, priority, familiarity, 
influence of others, personality, appetites, moods and emotions, and meanings 
attached to food. Socio- economic factors such as household income, food costs, and 
social status can affect food choice. Khan stated that socio-economic factors
20
Seo Yeon Jang CHAPTER 2 FOOD CHOICE MOTIVES AND RESTAURANT CHOICE MOTIVATION
determine various aspects of people’s lifestyle, including nutritional intake, physical 
activity, standards of health and hygiene, and the levels of health and welfare 
services. Biological, physiological and psychological factors include age, sex, 
physiological changes, psychological influences, and other biological aspects. 
Educational factors such as educational status and nutrition education also influence 
food preference. Cultural, religious and regional factors include the various cultural 
influences and religious, regional, and racial backgrounds. Culture has a great 
influence on all aspects of food consumption, and region and religious beliefs are 
related to food as an expression of the cultural values associated with country of 
origin. Intrinsic factors encompass the attributes directly related to food, including 
sensorial characteristics such as appearance, odour, texture, temperature, flavour, 
quality and quantity of food, and how the food is prepared and presented. Extrinsic 
factors consist of environment and situation, advertising, time and seasonal variation.
Khan (1981) stated that these seven factors are interrelated, and may have 
wide individual variability. Khan concluded that food preference can be an important 
indicator of food consumption, and people construct food preference when they must 
make a choice. Thus, consumers’ food preference are directly connected with their 
choice behaviour, which is explained in detail by Furst et al.’s (1996) food choice 
process model.
Furst et al. (1996) developed a conceptual food choice model, after 
conducting 20 intercept interviews while consumers were engaged in making food 
choices in a local grocery store. They argued that the food choice process is complex, 
evolving, dynamic and situational. The model consists of three major components
21
Seo Yeon Jang CHAPTER 2 FOOD CHOICE MOTIVES AND RESTAURANT CHOICE MOTIVATION
that Operate together when consumers construct food choices, namely, (1) life course,
(2) influences, and (3) personal system (Figure 2.3).
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Source: Furst et al. (1996)
Figure 2.3 Food choice process model
Personal roles and the social, cultural and physical environments to which a 
person has been and is exposed are regarded as life course in the model. Past
22
Seo Yeon Jang CHAPTER 2 FOOD CHOICE MOTIVES AND RESTAURANT CHOICE MOTIVATION
influences of personal experiences and historical eras, culture, current involvement in 
trends and transition and anticipation of future events influence a person’s food 
choice. According to Furst et al. (1996), experiences in a person’s life course 
generate a set of influences, which are ideals, personal factors, resources, social 
framework and food context. These influences inform and shape people’s personal 
systems, both conscious value negotiations and unconsciously operationalised 
strategies, which may occur when a person makes food-related choice. Furst et al. 
(1996) stated that the most salient value were sensory perceptions, monetary 
considerations, convenience, health and nutrition, and managing relationships and 
quality.
Furst et al. (1996) emphasised that while the model outlines the general 
nature of the food choice process when a person makes a single food choice, certain 
influences may predominate over others for a particular person in specific situations. 
The model which is grounded in people’s experiences provides a relatively 
comprehensive framework, with an attempt to integrate many social science concepts 
in a multidisciplinary manner. However, the model assumes that any previous food 
experience provides information, and it becomes input through the life course and 
influences future food choices, which needs to be further investigated.
More recently, Radder and le Roux (2005) proposed a consumer choice 
framework after conducting literature review and questionnaire survey with 300 
South African meat consumers, in relation to venison. They categorised possible 
factors which could influence consumers’ food choice into two interrelated 
dimensions, namely, consumer-related forces and market-related forces (Figure 2.4).
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Source: Radder & le Roux (2005)
Figure 2.4 Consumer choice framework
Consumer related forces consist of six variables, health consideration, 
sensory variables, social interactions, familiarity and habit, psychographics, and 
demographics, while market related forces include price, distribution and promotion. 
In general, Radder and le Roux’s (2005) model reflects most of the factors that were 
suggested in previous food choice and preference models, such as health 
consideration, social interactions, familiarity and habit. What is distinct in Radder 
and le Roux’s model is that psychographics factor, which includes not only food 
safety but also animal welfare and production issues, which can be referred as ethical 
concern. They stated that almost half of the respondents (47%) expressed a concern
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for animals and preferred to buy meat from animals which were believed to be 
treated well. Besides, Radder and le Roux’s framework could be distinguished with 
other theoretical models because they divided these factors into two categories, 
consumer related force and consumer related force, which focus more on marketing 
aspect of the food compared to the other models.
The preceding discussion on food preference and choice models reveals a 
wide range of factors affecting general food choice behaviour. In general, the models 
share similar factors although they differ in emphasis. These shared factors could be 
categorised into (1) personal factors, such as beliefs, attitude and demographic 
factors (2) food-related factors, including sensory aspects of the food and health and 
nutrition, and (3) environmental factors, such as advertisement, social environment, 
and availability of the food.
Notwithstanding the theoretical contribution, the models discussed above are 
generally not quantitative. They have not attempted to quantify the relative 
importance of the factors and how the factors might interact with each other 
(Shepherd & Dennison, 1996). In addition, it is difficult to test or adopt the models in 
a single study due to its complexity, and there have been limited attempt to develop a 
multidimensional measure of factors at individual level. Although Radder and le 
Roux’s model was developed based on literature and questionnaire survey, the based 
literature was regarding meat-related food choice. Besides, the respondents were 
meat consumers only, since the purpose of the study was mainly to identify the 
reason of the low consumption of venison, compared to other red meats. Even though 
this study did attempt to propose a framework based on both literature and
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quantitative approach of the survey, the framework itself has not tested with other 
kinds of food and other nationality. In addition, they have not clearly stated how they 
reached the model with such dimensions, nor have they attempted to develop and 
refine the scale to assess the motives in the model, which can be applied in other 
study. Therefore, the necessity of a reliable scale to measure the importance of each 
motives arises.
2.2.2 Food choice questionnaire- A scale to measure food choice motives
One instrument commonly used to assess the motives that influence people to 
make certain food choices is the Food Choice Questionnaire (FCQ) (See Table 2.1) 
(Steptoe et al., 1995). Despite widespread interest in food choices, there had been 
limited research into developing a multidimensional measure of factors that influence 
food choice at the individual level, as the existing research had focused primarily on 
the health factor in food choices motives (e.g., Kristal et al., 1990a, 1990b; Smith & 
Owen, 1992; Glanz et al., 1993). However, health is not the only factor that people 
consider when they choose their food, and this restricted focus on the health 
dimension may not be applicable to or may have limited influence on many people. 
Therefore, Steptoe et al. (1995) developed the FCQ based on previous literature and 
discussion with nutritionists and health psychologists, generating 68 items for the 
first study to cover various motives that had been generally recognised as important 
factors, such as sensory appeal, health, cost and convenience, as well as 
environmental concerns and conformation to the preferences of family and peer 
groups, dietary restraints, emotional eating and social desirability. The 68-item
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questionnaire was completed by 358 UK-based consumers, and any severely skewed 
items or items that did not load clearly on a single factor were removed. Based on the 
first study, the final FCQ had 36 items. Then the authors designed a second study to 
determine whether the newly generated FCQ was replicable in a new sample, which 
they confirmed was the case.
Table 2.1 Steptoe, Pollard, and Wardle’s (1995) food choice questionnaire (FCQ)
Dimensions Items
It is important to me that the food I eat on a typical day:
Health -Contains a lot of vitamins and minerals
-Keeps me healthy
-Is nutritious
-Is high in protein
-Is good for my skin/teeth/hair/nails etc. 
-Is high in fibre and roughage
Mood -Helps me cope with stress 
-Helps me to cope with life 
-Helps me relax 
-Keeps me awake/alert 
-Cheers me up 
-Makes me feel good
Convenience -Is easy to prepare
-Can be cooked very simply
-Takes no time to prepare
-Can be bought in shops close to where I live or work 
-Is easily available in shops and supermarkets
Sensory Appeal -Smells nice 
-Looks nice 
-Has a pleasant texture 
-Tastes good
Natural Content -Contains no additives 
-Contains natural ingredients 
-Contains no artificial ingredients
Price -Is not expensive 
-Is cheap
-Is good value for money
27
Seo Yeon Jang CHAPTER 2 FOOD CHOICE MOTIVES AND RESTAURANT CHOICE MOTIVATION
Weight Control -Is low in calorics 
-Helps me control my weight 
-Is low in fat
Familiarity -Is what I usually cat 
-Is familiar
-Is like the food I ate when I was a child
Ethical Concern -Comes from countries I approve of politically 
-Has the country of origin clearly marked 
-Is packaged in an environmentally friendly way
Source: Steptoe et al. (1995)
The final FCQ Steptoe et al. (1995) developed contains 36 items, 
representing search, experience and credence characteristics, including both intrinsic 
and extrinsic food attributes, that affect people when they make general food 
selections (Fotopoulos et al., 2009). The FCQ is comprised of nine motivational 
dimensions relating to health, price and costs; convenience of preparation and 
purchase; mood improvement and stress reduction; sensory appeal, such as taste, 
smell, and texture; natural content and the absence of additives; weight control; 
familiarity; and ethical concerns about the food’s origin and packaging. Each 
dimension contains three to six items. Several studies have shown that sensory 
appeal is the most important attribute in food choice (e.g., Magnusson et al., 2001; 
Toijusen et al., 2001; Wandel & Bugge, 1997), as well as health, convenience and 
price. Natural content, weight control, familiarity, ethical concern, mood, and 
convenience have been identified less strongly (Eertmans et al., 2005). More recently, 
Honkanen and Frewer (2009) adopted the FCQ to segment Russian consumers on the 
basis of their food choice motives, and also concluded that sensory motives were the 
most important determinant of food choice in all clusters. Milosevic et al. (2012) also 
identified that sensory appeal is the most important factor in food choice motives, 
with ‘tastes good’ being the most important dimension.
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Steptoe et al. (1995) addressed differences associated with gender, age and 
income, finding that, for example, the ratings for women for all scales except sensory 
appeal and familiarity were significantly higher than they were for men and that 
women’s ratings were particularly prominent for health and weight control. 
Regarding age, the findings showed significant positive correlations between age and 
natural content, familiarity and ethical concern. In terms of income, income groups 
differed on price, sensory appeal and familiarity; while the higher-income group put 
less emphasis on price and familiarity, the lower-income group rated sensory appeal 
less important.
The FCQ has been used in many studies across several cultures. While 
Steptoe et al. (1995) conducted studies with British samples, Prescott et al. (2002) 
adopted the FCQ to measure and compare the motives of consumers fi*om Japan, 
Taiwan, Malaysia and New Zealand. Assuming that cross-cultural differences in 
motives for making food choices would be strongly apparent, Prescott et al. collected 
data on the FCQ firom female consumers in urban centres in four countries: 165 
female consumers in Japan, 126 in New Zealand, 263 in Taiwan, and 100 in 
Malaysia. The most significant similarities were those between consumers in Taiwan 
and Malaysia, probably because the Taiwanese consumers were ethnic Chinese, and 
all the subjects selected in Malaysia were also ethnic Chinese. These consumers 
showed little separation in terms of the relative importance placed on the four most 
important food choice motives: health, natural content, weight control and 
convenience. From this finding, the authors suggested that culture may be more 
important than geographical location in determining food choice. Another apparent
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similarity found in the study was that familiarity was the least important factor for 
consumers in all countries, while price was the most important for Japanese 
consumers, and sensory appeal was most important for New Zealand consumers. 
However, Prescott et al.’s (2002) study could be criticised for its data collection 
methods. For example, the consumer samples were relatively small, and the 
administration of the questionnaires differed from country to country. While the 
number of respondents in Taiwan was 263, the number of sample in Malaysia was 
only 100, and while in Malaysia the FCQ was administered verbally. New Zealand 
consumers were presented with the FCQ on a computer screen, and Japanese and 
Taiwanese consumers completed a paper-based FCQ. In addition, the participants 
recruited in New Zealand and Japan were red-meat consumers, but Taiwanese 
participants were consumers of processed tea drinks, and Malaysian participants 
were consumers of powdered milk products. The way participants were selected also 
differed in each country. For example, participants in New Zealand were recruited 
through notices in public areas and a local newspaper article, while Japanese and 
Taiwanese consumers were approached in shopping areas and a university by staff 
from a market research company. Prescott et al. (2002) argued that the foods for 
which consumers were recruited in each country represent commonly consumed 
items in the respective country, that in spite of the shortcomings of ‘samples of 
convenience’ the study is valuable in demonstrating the cross-cultural motivations 
for food choices, and that it provides a significant starting point for a larger study to 
reflect other consumer segments.
However, Eertmans et al. (2006) asserted that the cross-cultural differences in 
food choice motives reported in Prescott et al. (2002) should not be taken for granted.
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Eertmans et al. (2006) assessed the degree to which the FCQ is invariant across the 
western urban population in their study and disagreed with Steptoe et al.’s (1995:282) 
conclusion about their development of the FCQ that “within western urban 
populations, the FCQ provides the opportunity to assess a broad range of factors 
perceived as relevant to food selection”. Eertmans et al. (2006) maintained that 
Steptoe et al.’s (1995) FCQ items, which were generated for UK-based samples, may 
not have been understood in the same way by samples recruited in other countries 
after being translated to their language. Furthermore, even in English-speaking 
countries, such as Canada, the items may not be understood in the same way since 
the FCQ items and underlying constructs may have different meanings in other 
western cultures. For example, ‘natural content’ is considered as being conditional 
for the ‘health’ construct in the Belgian and Italian samples, while it is more a matter 
of an ‘ethical concern’ in Canada (Eertmans et al., 2006). Hence, they concluded that 
their findings did not support the invariance of the FCQ across cultures regardless of 
language, due to the different meanings the items might have according to culture. 
Hence, comparisons of the relative importance of various food choice motives 
between cultures should be made with caution.
In contrast, Pieniak et al.’s (2009) study to assess the cross-cultural validity 
of eight food choice motives in six European countries (Belgium, France, Italy, 
Norway, Poland and Spain) contradicted those of Eertmans et al. (2006) by 
indicating that the dimensions considered in the FCQ have similar connotations and 
structural characteristics across cultures, so the constructs of the FCQ are valid 
across cultures. Although they revised some of the items, and not all of the FCQ 
items were included in the study, Pieniak et al. (2009) asserted that the differences
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observed from the data collected by adopting the FCQ are not generated from cross- 
cultural differences in the interpretation of items or concepts, but are real differences. 
More recently, Januszewska et al. (2011) supported Pieniak et al.’s (2009) view with 
their study, which used the FCQ to examine the degree to which the factor structure 
of the FCQ varies across populations. They collected data from 1,420 Belgian 
(A=458), Hungarian (A=401), Romanian (N=229) and Filipino (#=332) consumers 
and concluded that the factorial structure of the FCQ is invariant across countries and 
thus, comparison between countries is meaningful since the measurement scales of 
FCQ are similar across the involved countries.
Lindeman and Stark (1999) adopted three dimensions of the FCQ—health, 
weight control and sensory appeal—and added ‘ideological food choice motives’ 
based on previous research (e.g., ‘the food I eat tells something about my values and 
attitudes towards the world’) to examine the relationship between personality and 
food choice motives among young and middle-aged women in Finland. They 
established distinctive correlations between personality and ideological food choice 
motives and between personality and weight control. Lindeman and Vaananen (2000) 
used the FCQ to explore ethical food choice motives but argued that the ethical 
dimension in the FCQ is underrepresented and does not have enough items to 
identify the ethical dimension of motives for food choice. They added three new 
scales on ethical food choice in the FCQ: ecological welfare, which consisted of 
animal welfare and environmental protection; religious reasons; and political value. 
These items were reliable and valid, and Lindeman and Sirelius (2001) adopted the 
FCQ, supplemented with these new ethical concern items, in their study to determine 
whether abstract values are related to concrete food choice motives. Their findings
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showed that values and everyday food choice motives are combined. For example, 
pleasure ideology, consisting of the value of hedonism, was related to the sensory 
appeal dimension of food choice motives. Fotopoulos et al. (2009) also conducted a 
study to examine the ability of the FCQ to determine motives for food selection and 
discussed the limitations of the original FCQ, such as its overlooking concepts like 
ethical concerns, as reported in Lindeman and Vaananen’s (2000) research. They 
also claimed that general food safety perceptions, with an emphasis on the microbial 
dimension, should be included in the FCQ, not just the chemical component of safety 
contained in the original. Satisfaction, quality consciousness and brand name 
influences were also overlooked in the FCQ, according to Fotopoulos et al. (2009), 
but they stated that some of the basic concepts of the original FCQ (e.g., sensory 
appeal and mood, natural content and health) are valid and reliable, so these elements 
of the original FCQ could form the basis for an enhanced FCQ.
2.3 Restaurant choice motives
Although restaurant selection includes food choice in part, it seems to have 
distinct features from general food choice motives. Among the dimensions of value, 
hedonic and utilitarian values have been most commonly utilised in recent marketing 
literature in various settings, including the restaurant industry (Ha and Jang, 2010a). 
Park (2004) adopted hedonic and utilitarian values to examine the relationships 
between the consumer values of eating out and fast-food restaurant selection 
attributes. Ha and Jang (2010a) also adopted hedonic and utilitarian values regarding 
the dining experience to explain the relationships between consumer values and 
customer satisfaction and values and positive behavioural intentions in the ethnic
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restaurant segment. Consumers with utilitarian values had task-related and rational 
behaviours, and the utilitarian dimension incorporated more cognitive aspects of 
attitude, such as the efficient, task-specific, economic aspects of products or services, 
convenience and time savings (Ha & Jang, 2010a). Overby and Lee (2006) defined 
the utilitarian value as an overall assessment of functional benefits and sacrifices, and 
Park (2004: 89) defined the utilitarian value of eating out as “a value related to 
functional and economical aspects of eating out”. On the other hand, hedonic values 
are more subjective personal, and results derive more from a product’s or service’s 
uniqueness and symbolic meaning or from the emotional arousal and imagery it 
evokes (Holbrook & Hirschman, 1982). Overby and Lee (2006: 1161) defined the 
hedonic value as “an overall assessment of experiential benefits and sacrifices, such 
as entertainment and escapism”. The hedonic value of eating out represents fun, 
entertainment, excitement and novelty (Park, 2004). According to Park (2004), the 
utilitarian value of eating out plays an important role in consumer restaurant 
selection when consumers consider the attributes of convenience, such as quick 
service, location, price and cleanliness, while the hedonic value has a positive 
correlation with mood, employee service, interiors and menu variety. After 
conducting fifty interviews with Dutch customers to explore the motives behind meal 
choice, Costa et al. (2007) maintained that eating out at a restaurant is more valued 
for its recreational, excitement/adventure and pleasure aspects than for its 
convenience or functionality aspects. In addition to the hedonic and utilitarian values, 
some researchers (Lee et al., 2009; Johns & Pine, 2002) included the self­
presentation value because of the restaurant industry’s changeability and tendency to 
bow to fashion. Finkelstein (1989) also maintained that dining out has to do with 
self-presentation since people want to present themselves through the images of the
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restaurants they choose to patronise in relation to what is currently valued and 
accepted and in terms of waves of style or fashion. The self-presentation value 
through which these customers want to present themselves is represented by a 
restaurant’s ambience, decor, furnishings, lighting, tableware and so on (Finkelstein, 
1989).
After conducting an elicitation questionnaire consisting of various open- 
ended questions with forty people in Lancaster, UK, to determine the main choice 
factors in the restaurant decision process, Auty (1992) derived ten attributes of 
restaurant choice: food type, food quality, value for money, image and atmosphere, 
location, speed of service, recommendation, new experience, opening hours and 
facilities for children. Based on this preliminary study, Auty conducted 155 house-to- 
house interviews using a structured questionnaire designed to ask for the information 
about the restaurant chosen most recently and to determine awareness of and 
experience with restaurants in Lancaster. Auty confirmed that food type and food 
quality were the most important factors in choosing restaurants, as previous studies 
had maintained. In considering food quality and food type, consumers establish a 
choice set according to occasion and segment, such as age and income. This choice 
set could be one or more available restaurants, which are often similar in food quality, 
food type and price. Therefore, once the choice set is established, the restaurant’s 
style and atmosphere becomes the deciding factor in the final choice. Auty (1992) 
concluded that, although food-related attributes are the primary concern for 
restaurant consumers, restaurants should not neglect non-food-related attributes, such 
as image and atmosphere, which can be referred to as ‘style’, since they can
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influence consumers’ final choice of restaurants, a critical factor when competing 
with other alternative restaurants.
Auty (1992) also examined how the order of restaurant choice variables 
changes according to the occasion. Dining occasions can be celebrations, socialising, 
business meetings, family/relative meetings, corporate team/group meetings and 
firiend/couple meetings, or they can be simply that people do not want to cook (Sun 
& Morrison, 2007; Lee et al., 2007). Auty’s (1992) preliminary study derived four 
occasions for dining out— celebration (birthday, anniversary), social occasion, 
convenience or quick meal, and business meal—and confirmed that the ranking of 
restaurant choice variables is affected by the occasion. For instance, when the 
occasion is a celebration or a social night out, the restaurant’s image and atmosphere 
are more influential factors than they are when the occasion is a fast or convenient 
meal. Auty concluded that occasion can be the most important determinant when 
consumers decide on a set of possible restaurants. Also, income segment affected the 
occasion of dining out. For example, higher income groups enjoy dining out for 
almost all occasions, while the lowest-income group tended to eat out for social 
occasions rather than celebratory occasions.
She further added that age appeared to be the most important discriminator in 
the style and the restaurant choice. The analysis, which divided respondents into 
three age segments (under 25, over 55, and those in between) determined that the 
over-55 age group patronised pub restaurants, whereas those under 25 patronised 
fast-food restaurants. Auty (1992) stated that age and income segment correlate with 
each other to a certain extent, making it difficult to distinguish the more influential
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factor. For example, young people, who tend to be students, generally have low 
incomes, while middle-aged people are likely to have middle to high income, and 
older people tend to have low to middle income. However, Auty concluded that, on 
balance, age seems to be the crucial discriminator of restaurant style and, in turn, 
restaurant choice.
Baek et al. (2006) categorised restaurant attributes into four dimensions in 
their study in order to compare the fast-food restaurant selection criteria of Korean 
and Filipino college students. Based on previous research regarding decision criteria 
for fast-food restaurants, they devised sixteen attributes and conducted a pre-test with 
fifty students from each country to identify the top five of the sixteen attributes and 
to rank them in order of importance. Based on this pre-test, they derived six 
important attributes and categorised them into four groups: menu price, brand, food- 
related factors, and service- and hygiene-related factors. Food-related factors were 
related to the quality of the food, menu variety and adequate servings, while service- 
and hygiene-related factors included speed, cleanliness and cosiness. A final survey 
based on this pre-test and conducted with 303 college students in South Korea and 
329 students in the Philippines showed that menu price was the most important factor 
for college students when selecting fast-food restaurants. Baek et al. (2006) stated 
that this result would be related to the fact that college students are price-sensitive 
because they do not have full-time jobs. This conclusion is consistent with Auty’s 
(1992) conclusions, which categorised students as having low income and 
patronising fast-food restaurants. It is also related to Baek et al.’s (2006) findings that 
college students in South Korea and the Philippines regard menu price as the most 
important factor in choosing a fast-food restaurant. In addition, several cultural
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differences were reported in Baek et al.’s (2006) study. For example, while Korean 
college students regarded brand as the second most important factor, students in 
Philippines considered it the least important factor.
Gregory and Kim (2004) adopted Auty’s (1992) ten restaurant choice 
attributes to determine how consumer behaviour in choosing a restaurant differed 
depending on whether consumers had information about a restaurant. In addition to 
Auty’s ten attributes related to restaurant choice, they added the dimension of 
information sources (television advertisements, billboards, flyers, newspapers, radio, 
mailed coupon books, friends or relatives, the internet, magazines, and store signs). 
The results showed that food quality, food type, value for money and atmosphere 
were the four highest-ranked factors in restaurant choice, and food quality was the 
most important factor, regardless of whether the patron had prior information about a 
restaurant. This result is consistent with previous research regarding restaurant 
choices. However, in this study, Gregory and Kim (2004) found some differences 
between consumers who had prior information about restaurants and those who did 
not. Food quality was more important to consumers who had information than to 
those who did not, and location was more important to consumers who did not have 
prior information than to those who did. The most influential information sources 
were friends or relatives, or word of mouth. This finding is consistent with other 
studies, where positive word of mouth, defined as interpersonal communications 
among consumers concerning their personal experiences and evaluations of a firm or 
product, has been shown to have a powerful influence on consumers’ purchase 
behaviour (Zhang et al., 2010). The recommendations of friends have been 
recognised as persuasive, and many customers have reported that they learn about
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new restaurants from their friends (Moschis et aL, 2003). Store signs were the second 
most important source of information, while newspapers and magazines were more 
important sources than television advertisements, billboards or the internet. There 
were differences regarding the impact of information sources according to gender. 
For example, out of the 97 participants (46% of whom were male and 54% were 
female), female consumers regarded information from friends or relatives as more 
important than male consumers did, but male consumers rated information from the 
internet as more influential than female consumers did. There were also different 
perspectives about television advertisements according to education level, as more 
highly educated participants considered television advertisements less important than 
less educated participants did, and the more educated the respondent, the more they 
regarded the information about facilities for children as important. However, there 
were no significant correlations between age or income and in restaurant choice, 
which contradicted Auty (1992).
However, the attributes of restaurant selection can vary among styles of 
restaurants (Johns & Pine, 2002). In their study of how restaurant-selection attributes 
differ by type of restaurant. Elder et al. (1999) found that, to Anglo and Mexican 
American consumers, important features of fast-food restaurants were the children’s 
menu, price, taste and quality of service. In their study to examine restaurant 
preferences among 357 Latino women, Ayala et al. (2005) developed a questionnaire, 
delivered through face-to-face interviews, that required participants to rank seven 
restaurant-selection attributes—distance from home or work, price, availability of 
preferred foods, perceived availability of healthful options (low-fat products, fresh 
fruits and vegetables), service, kid-friendly menu and play area, and accessibility—
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and to answer open-ended questions regarding participants’ first and second most 
frequent restaurant choices and reasons for this selection. Overall, the most important 
reasons that participants chose their preferred restaurants related to the taste of the 
food, distance from home, menu variety, and child-friendliness. The researchers then 
grouped responses to the question about the most frequented restaurant into two 
categories—fast-food restaurants and other restaurants, including full-service 
restaurants and cafeterias or buffets—and reported significant differences between 
levels of importance for fast-food restaurants and all other restaurants. Women who 
preferred fast-food restaurants rated distance, price, and child-friendliness higher 
than women who preferred other restaurants, and women who preferred other 
restaurants rated familiarity with food options, the quality of food and food service 
higher than women who preferred fast-food restaurants. Therefore, it can be 
concluded that attributes of restaurant selection differ based on the type of restaurant.
In their study to examine the attributes that influence consumer preference 
and selection of a fine-dining restaurant, Njite et al. (2008) divided restaurant 
selection attributes into food-related attributes and non-food-related attributes. Food 
quality and variety were included among the food-related attributes. Since previous 
studies had already identified food-related attributes as the most important factor in 
restaurant selection, and their research aim was to find the relative importance of the 
other variables in selecting fine dining restaurants other than food related attributes, 
Nijte et al. did not include food-related attributes in their study. From the in-depth 
interviews they conducted, they identified five non-food attributes important in fine- 
dining restaurants: price, atmosphere, customer relations, employee competence and 
convenience. Based on these five dimensions, they developed a self-administered
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questionnaire for consumers of fine-dining restaurants and collected 142 usable 
responses. Among the five dimensions, customer relations was the most important 
attribute, employee competence was the second most important attribute, and price 
was the least important factor. Nijte et al. (2008) concluded that customers perceive 
that highly personalised service in fine-dining restaurants requires considerable time 
and cost, and if the restaurants are highly competitive, customers are ready to pay 
premium prices for this attribute.
As seen through the studies mentioned above, the important attributes in 
restaurant selection differ according to the type of restaurants and are influenced by 
age and income segments. For example, Nijte et al.’s (2008) findings regarding price 
are opposite those of Back et al. (2006), as Nijte et al. (2008) reported that price was 
the least important attribute in fine-dining restaurant selection, while Back et al. 
(2006) and Ayala et al. (2005) showed that price was a crucial factor in choosing 
fast-food restaurants. This difference is also related to age and income segment. For 
instance, for students who have low incomes and who patronise fast-food restaurants, 
price is the crucial factor in choosing a restaurant (Auty, 1992), while such was not 
the case for the highest income group (age 24-48) or in relation to fine dining 
restaurants (Nijte et al., 2008) where the age of participants were in Auty’s (1992) 
highest income group.
2.4 Restaurant choice motives and food choice motives
Previous categorisations of restaurant selection attributes and the factors 
included in the restaurant selection criteria vary according to the purpose of the study, 
but most studies have found common restaurant-selection attributes, such as the food
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itself, service, and factors related to place, such as location, cleanliness, price and 
atmosphere. In addition, some of the restaurant-selection attributes that motivate 
people to choose a certain restaurant are similar to the food-choice motives found in 
the FCQ, especially in terms of the food-related factors. The restaurant-selection 
attributes that are distinct from food-choice attributes are service and the factors that 
relate to the place in which customers dine, such as cleanliness, mood or atmosphere, 
decor and furnishings.
In the FCQ, dimensions of health, sensory appeal, natural content and weight 
control could be regarded as food-related factors. Sensory appeal is mainly related to 
smells, looks and tastes of the food itself, but in restaurant choice motives, food 
related factors include more than just food. In restaurant choice motives, food quality, 
food type and food safety is often included in food related attributes. According to 
Namkung and Jang (2007), food quality consists of food presentation, menu variety, 
healthy options, taste, food freshness and temperature. Thus, food quality not only 
involves food itself, such as the taste of the food, but also includes menu variety, 
which is not directly related to the food itself. Moreover, although look of the food in 
the FCQ and food presentation in restaurant choice motives seem related, food 
presentation includes not only the food itself but also the appearance of the dish, 
garnishing, and even cutlery and table setting (Wood, 1995), so food presentation can 
be regarded as service factors provided by the restaurant staff.
Healthy options in food quality can be related to the health and weight control 
dimension in the FCQ. The health dimension has been reported as one of the most 
important factors in the FCQ (Steptoe et al., 1995; Prescott et al., 2002; Milosevic et
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al., 2012), but a study about the restaurant-selection preferences of mature consumers 
in the US found that healthful menu items and a menu that includes suitable items for 
particular health requirements were less important factors in restaurant choice to 
patrons both over age 55 years and under age 55 (Mosehis et a l, 2003). However, in 
regard to ethnic restaurants, Susheela (1988) stated that people’s desire to eat 
flavourful and healthy meals encourages people to choose ethnic food at ethnic 
restaurants to explore different varieties of herbs and spices. Batra (2008) used a 
questionnaire-based survey with 400 tourists in Bangkok to examine foreign tourists’ 
motivation for eating out at ethnic restaurants in Bangkok and found that healthy 
food, along with relaxation, experience, and indulgence, was one of the more 
important motivations for choosing ethnic restaurants.
Food safety is also one of the important factors for evaluating food quality 
(Liu & Jang, 2009), which Kim and Geistfeld (2003) identified as one of the two 
most important attributes in food shopping (along with food taste) in a study about 
consumers’ restaurant choice behaviour. Food safety has increased in importance to 
food industry operators because of consumers’ increasing concerns about the food- 
related risks. Consumers can usually judge food safety with tangible cues such as 
food hygiene and food serving temperature, and sanitary condition of an open 
kitchen, workers’ personal hygiene, and foodservice hygiene was identified as one of 
the top three factors that consumers consider the most when they select a dining 
place (Fatimah et al., 2011). Food safety seems to be related to health dimensions in 
FCQ although it is not directly related to nutrition. However, food safety is distinct 
from the health dimensions in FCQ in that food safety is an important component of
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service quality (Worsfold, 2006), which is a unique attribute in restaurant choice 
compared to food choice.
According to Bowen (1990), high customer-employee interaction and high 
levels of product customisation are characteristics of restaurants. Service is one of 
the unique aspects in restaurant selection and can be a significant factor in restaurant 
selection (Law et al., 2008). Law et al. (2008) grouped restaurant-selection attributes 
into five dimensions: food and beverage, including variety, portion, quality, 
presentation of food and beverages themselves; service, consisting of speed, servers’ 
attitude, operating hours and diversity; price, which relates to value for money; 
environment, which involves the restaurant’s atmosphere, comfort, 
hygiene/cleanliness, location and decoration; and attraction, which is composed of 
image, new experience, word of mouth and advertising. Exploring how mainland 
Chinese travellers choose restaurants in Hong Kong, Law et al. (2008) reported that 
servers’ attitude was the highest-rated and advertising the lowest-rated attribute. 
They stated that this is not an unexpected result, since Hong Kong was a British 
colony for 150 years, and service standards and practices have been influenced by 
western culture, so the service industry in Hong Kong has not yet been able to fulfil 
Chinese travellers’ service expectations.
Mood and atmosphere refer to the physical surroundings where the dining 
experience takes place—facilities, decoration, furnishing, interior, light, music and 
so on (Njite et al., 2008). The ‘cosiness’ of a restaurant refers to the mood created 
and is particularly related to the restaurant interior or the general environment of 
restaurant such as the room and atmosphere (Jensen & Hansen, 2007). The mood and
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atmosphere of restaurants can also be influenced by communication with customers 
(Bitner, 1992), while the mood among the motives for food choice primarily relates 
to how the food the consumer chooses could affect his or her emotional state.
The dimensions of convenience and price are included in both food choice 
and restaurant selection. First, in food choice motives, convenience mainly relates to 
preparation of the food, including whether the food is easy to buy. However, the 
attribute of convenience in motives for restaurant selection includes speedy service 
and location, that is, whether the restaurant is easy to access (Njite et al., 2008), 
including the traffic flow around it (Elder et al., 1999). For example, Kim and 
Geistfeld (2003) stated that household managers who also work outside the home 
have significant time pressures and tend to eat in quiek-service restaurants to save 
time. In this case, speed of service, which is one of the factors in the convenience 
dimension of restaurant selection, is one of the most important factors in choosing a 
restaurant. In addition, in Mosehis et al.’s (2003) study of the restaurant-selection 
preferences of mature consumers, location—that is, the restaurants’ proximity to the 
consumers’ homes or work—was one of the most important factors in restaurant 
selection. In this context, Scheibehenne et al. (2007) slightly modified the FCQ to 
examine customers’ motives for choosing certain lunch dishes firom a local food 
court. In the convenience dimension, they replaced the original items with a new 
scale of convenience: ‘can be prepared by the restaurant in a short amount of time’, 
‘can be eaten quickly’, and ‘can be consumed easily’. Second, in both food choice 
motives and motives for restaurant selection, price represents value for money, but in 
restaurant selection the price attribute includes not only the value of the food but also 
the value of the service and the restaurant’s atmosphere (Njite et al., 2008).
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Although the ethieal coneem dimension in the FCQ is not common in 
previous research about restaurant selection attributes, the original items in FCQ 
could be applied to restaurant-seleetion attributes. Seheibehenne et al. (2007) adapted 
the original items with two new items: ‘is being sold by companies that are 
committed to environmental protection’ and ‘contains ingredients that meet special 
quality standards such as “certified organic” labels’. Likewise, the attributes in food 
choice motives, such as sensory appeal, natural content, weight control, health and 
familiarity, could be modified to the context of restaurant-selection attributes or at 
least menu selection in restaurants. Therefore, in the context of the current study, it is 
necessary to determine the restaurant-selection attributes that are specifically related 
to ethnic restaurants based on the attributes considered above.
2.5 Chapter summary and implication
In this chapter, relevant existing literature is reviewed and compared in 
relation to food choice motives and restaurant choice motivation to develop a 
conceptual background for the study and to identify what should be considered in 
developing a measure of motives for choosing ethnic restaurants. Figure 2.1 
illustrates the summary and implications of chapter 2.
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Figure 2.5 Chapter summary and implication
Since food choice motives could be part of motives for restaurant choice, 
extant studies that addressed the motives for food choice, including existing models 
to explain food choice were discussed, along with the FCQ, the most commonly used 
tool to measure food choice motives. Whether the FCQ can be used in cross-cultural 
study remains in question, and some have claimed that the FCQ overlooks some 
dimensions and items, such as the ethical dimensions of motives for food choice.
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Nevertheless, the FCQ has been adopted in many studies of food choice, and the 
basic concepts of the original FCQ are regarded as valid and reliable, which seems 
appropriate to be adopted in this study as well. In the second part of the chapter, 
motives for restaurant choice and restaurant attributes identified in previous studies 
were explained and compared in terms of occasion, age, income and types of 
restaurants.
The chapter determined that important attributes of restaurants and motives 
for choosing restaurants can differ according to those factors above. The chapter 
compared food choice motives in the FCQ and motives for restaurant choice in order 
to evaluate similar and distinct aspects firom each other. Although some parts of food 
choice motives in the FCQ are similar with restaurant choice attributes, it is 
concluded that there are distinct attributes in restaurant choice attributes that FCQ 
does not include, such as service, and factors regarding place such as cleanliness, 
mood or atmosphere, decor and furnishing. All those discussed justified that some 
parts of the FCQ can be modified to measure ethnic restaurant attributes. Also, it is 
necessary to devise restaurant-selection attributes that are specifically related to 
ethnic restaurants, in addition to the unique attributes that ethnic restaurants may 
have, explored in the first stage of the study.
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CHAPTER 3 TOURIST MOTIVATIONS
3.1 Introduction
Chapter 2 reviewed studies on motives for food choice and restaurant choice 
and explained the necessity of deriving motives for choosing ethnic restaurants based 
on already-established motives for food choice and restaurant choice. To find a link 
between motives for choosing ethnic restaurants and travel motivation, as well as the 
influence of ethnic restaurant experience on travel intention, this chapter discusses 
tourists’ motivations through a review of previous studies and explains travel 
intentions and how to evaluate them.
3.2 Tourist motivations
3.2.1 Motivation
Motivation is of interest to researchers in the tourism and leisure area (Lo & 
Lee, 2011) and is regarded as critical for marketing tourism experiences, designing 
and planning tourism attractions, and evaluating tourism experiences in the 
extremely competitive travel market (Snepenger et al., 2006; Howels, 2000). 
Motivation is also regarded as central to the ability to predict future travel patterns 
(Yuan et al., 2005). Although various factors influence tourists’ behaviour, tourists’ 
motivation is still considered essential and a vital indicator in explaining why tourists
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behave in certain ways (Crompton, 1979). By assessing tourists’ motivations, their 
choices, preferences and needs can be understood (Bansal & Biselt, 2004).
Motivation refers to a force that “cause[s] a person to act in a certain way or 
stimulate[s] interest inducing a person to act” (Ali-Knight, 2000: 4) and is thought to 
be related to the concept of needs and wants, biological or/and psychological (Kim et 
al., 2010). Several theorists have offered specific definitions for tourist motivation. 
For example, Dann (1981: 211) defined tourist motivation as “a meaningful state of 
mind which adequately disposes an actor or group of actors to travel, and which is 
subsequently interpretable by others as a valid explanation for such a decision”, 
while Crompton and McKay (1997: 427) stated “Tourism motivation is 
conceptualised as a dynamic process of internal psychological factors (needs and 
wants) that generate a state of tension or disequilibrium within individuals.” Tourist 
motivation is also regarded as “the combination of needs and desires that affect the 
propensity to travel in a general sense” (O’Leary & Deegan, 2005). Even so, there 
has been no widely agreed theoretical approach to understanding tourists’ motivation 
(Holden & Sparrowhawk, 2000; Pearce & Lee, 2005; Sharpley, 2008). Previous 
research has shown that tourists have multiple motivations (Crompton, 1979; Mayo 
& Jarvis, 1981), and Pearce (1982) asserted that tourists’ behaviour cannot be fully 
explained with any single theory or framework of motivations.
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3.2.2 Needs oriented motivation
The consumer behaviour literature has emphasised that needs and 
motivations are interrelated. Maslow’s (1970) hierarchy theory, originally developed 
in the field of clinical psychology, has been applied to many fields, including 
industrial and organisational psychology, counselling, marketing, and tourism 
(Hudson, 1999). Maslow (1970) argued that there is hierarchy of individual needs, 
fi*om physiological needs to self-actualisation (Table 3.1).
Table 3.1 Maslow’s hierarchy of needs
Physiological needs Hunger, thirst, sex, sleep, air, rest, activity, etc.
Safety needs
Security, freedom from threat , fear, anxiety and 
hunger
Love (social) needs
Feeling of belonging, affection, and fidendship, giving 
and receiving love
Esteem needs Self-respect and esteem, achievement, self-confidence, 
reputation, recognition, prestige, esteem for others
Needs for self- 
actualisation
Personal self-fulfilment, realising one’s potential
Source: adopted from Hudson (1999) and Ali-Knight (2000)
According to Maslow (1970), an individual’s physiological needs are at the 
lowest level needs, while needs for self-actualisation are the highest needs, but since 
the lowest level must be achieved before the highest level can be addressed, the
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lowest needs tend to dominate an individual’s behaviour. Once physiological needs 
are fulfilled, an individual is no longer motivated by them and moves up to the next 
level in the hierarchy. Once those needs are satisfied, the individual moves to the 
next level of needs, and so on. Despite the popularity of this theory because of its 
simplicity, critics cite its lack of empirical support (Crompton & McKay, 1997).
One motivational theory in the tourism field that is based on Maslow’s 
hierarchy theory of motivation is Pearce and Caltabiano’s (1983) travel career ladder 
(TCL)). Following Maslow’s five levels of need, the TCL consists of five levels of 
tourist motivation—relaxation needs, safety/security needs, relationship needs, self­
esteem and development needs, and self-actualisation/fulfilment needs—constructed 
as a hierarchy or ladder (Figure 3.1)
Relaxation needs are the lowest needs in the TCL, whilst self-actualisation/ 
fulfilment needs are at the highest. However, how the needs at each level of the TCL 
motivate an individual’s behaviour is slightly different from Maslow’s argument. 
While Maslow (1970) maintained that only one level of the needs in the hierarchy 
model motivates an individual’s behaviour at a time, Pearce and Caltabiano (1983) 
explained that travellers can have more than one level of travel motivation 
operational at a time, although one set of needs in the ladder is dominant. In other 
words, Pearce and Caltabiano (1983) did not exclude the possibility that needs at 
another level of the ladder still influence the traveller’s motivation, although one set 
of needs at one specific level plays the biggest part in travellers’ motivation.
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Inner Directed Fulfilment
Fulfil a Dream 
Understand Myself More 
Experience Inner Peace
Outer Directed
Self-Esteem and Development
(Self-Directed) 
Development of Skills 
Special Interests 
Competence, Mastery
(Other Directed)
External Rewards, Prestige 
Glamour of Travelling 
Connoisseur Self-Esteem
Relationship
(Self-Directed)
Giving Love, Affection 
Maintaining relationships 
Membership 
Initiating relationship
(Other Directed) 
Receiving Affection 
To be with Group
Stimulation
(Self-Directed)
A concern for Own Safety
(Other Directed)
A Concern for others Safety
Relaxation
(Self-Directed)
Need for Bodily Reconstitution 
Relaxation
(Other Directed)
Source: Pearce (1988)
Figure 3.1 The travel career ladder (TCL)
Brown’s (2005) study investigating the motives of volunteer vacationers 
confirmed Pearce and Caltabiano’s (1983) argument that another level of needs can 
influence motivation while one set of needs is dominant. Using a focus group 
interview and ten in-depth personal interviews, this study demonstrated that the 
highest level of needs in Maslow’s hierarchy model, actualisation and authenticity, 
was present in the motivations of volunteer vacationers, but so were motivations 
associated with lower-level factors like love, social needs and learning needs (Brown, 
2005).
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The concept of “career” lies in the core idea of the TCL in that people’s 
motivations change with their travel experiences. That is, the pattern of travel 
motives changes over a traveller’s life span and /or accumulated travel experiences 
(Pearce & Lee, 2005). In general, as travellers acquire more travel experiences, they 
tend to move upwards through the levels of motivation. Some may remain at a 
particular level, depending on contingencies or limiting factors such as health and 
financial status. Ryan (1998) supported this view with an empirical study of UK 
tourists. Using both questionnaires and focus group interviews, he maintained that 
the role of past experience is important in making decisions about another holiday 
purchase, which could mean that accumulated past travel experience can influence 
motivations for the next vacation, as Pearce and Lee (2005) stated.
Although the TCL has been regarded as an acceptable initial tool in 
understanding travel motivation, there have been critics of the term “ladder”. In 
response, Pearce and Lee (2005) developed the travel career pattern (TCP), which 
maintains the concept of a “career,” accumulation of travel experiences and life 
stages in an individual’s travel pattern, but de-emphasises the hierarchical structure. 
The TCP attempts to construct a more dynamic, comprehensive, multi-level 
motivational structure of patterns of motivation for pleasure travel. To develop the 
TCP, the authors held individual, semi-structured interviews with twelve Australians, 
which suggested that seeking cultural experiences was one of the key motivational 
factors in an individual’s travel career level and that, as people accumulate travel 
experiences, this motive becomes more prominent. In addition, respondents whose 
main travel motives were once enjoying and seeking novelty changed their key
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motivations to visiting cultural and historical sites, which is closely related to 
learning, self-education and developing themselves, as they acquired more travel 
experiences. The subsequent questionnaire-based survey (n=l,012 participants) 
showed that individuals with high levels of travel experience were motivated by the 
factors related to “self-development through host-site involvement and nature 
seeking” (Pearce & Lee, 2005: 235), while individuals with low levels of travel 
experience tended to be influenced more by stimulation, security and recognition 
factors. Pearce and Lee (2005) also stated that novelty, escape/relax, and relationship 
and self-development were foundations of travel motivation, regardless of the travel 
experience level and concluded that these four key motivation factors could be 
regarded as the ‘backbone’ or ‘skeleton’ of all travel motivations and TCP (Pearce & 
Lee, 2005: 236).
By contrast, Gnoth’s (1997) expectancy model emphasised anticipatory 
knowledge (Figure 3.2). While the TCL and TCP focus on experience-based 
knowledge gained from past travel experiences to explain tourists’ decision-making 
processes, the expectancy model views tourist behaviour as actions motivated by 
knowledge of or belief in future rewards. According to Gnoth (1997), felt needs or 
motives turn into motivations when situations are added to a tourist’s value system, 
and a tourist’s perception of an object is influenced by the interaction between these 
elements. Then expectations and the attitude towards an object are determined by a 
tourist’s needs and value system, an action is motivated by the tourist’s expectation 
of a future reward. In this context, motivation can be conceptualised as the product of 
expectancy (Hsu et al., 2010). However, it is difficult to predict individual behaviour
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and to measure statistically many variables in the expectancy theory due to its 
complexity (Witt and Wright, 1992).
Urge
>f
D rive
M otive
Values Objective Situation Perception
M otivation
Subjective Situation
Attitude
Expectations
Event
Attitude
Effect
Source: Gnoth (1997)
Figure 3.2 The process of motivation and expectation formation
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Ross (1997) adopted personality needs, another needs-based theory from the 
field of work behaviour and consumer behaviour. Personality needs have long been 
considered vital predictors of work behaviour and consumer behaviour, and the most 
prominent personality need has been identified as the need for achievement. 
Personality needs consist of three basic psychological needs as motivators—the need 
for power, the need for affiliation and the need for achievement—and these three 
needs have been regarded as forming fundamental human motivation (McClelland, 
1975). The power need relates to a person’s desire to control his or her environment, 
including other persons and various objects. The power need is related to the ego 
need since, when an individual exercises power over an object or a person, his or her 
self-enhancement increases. The affiliation need is highly influenced by the desire 
for fiiendship, acceptance and belonging, so an individual who has high affiliation 
needs has strong social dependence on others (Tauber, 1972). People with a high 
need for achievement prefer activities that facilitate self-evaluation and positive 
feedback concerning their own competence (Ross, 1994). Ross (1997) revealed that, 
among the three overarching needs, the need for power and the need for achievement 
were salient motivators for travellers, especially backpackers, and that there are also 
differences according to age and gender. For example, older tourists and female 
travellers were more likely to be motivated by the need for power and the need to 
have some degree of control over their holiday environment, which can affect their 
destination choice. People with high achievement motivation tend to place a high 
value on holidays, as taking a holiday and relaxation through travel are symbols of 
achievement. Therefore, the holiday can be an end in itself that is accomplished by 
more frequent vacation experiences (Ross, 1997). These motivations coincide with
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Maslow’s need for self-actualisation, Pearce and Lee’s foundation of travel 
motivation, and the TCP.
3.2.3 Push and pull motivations
The push and pull concept is another predominate theory in studies of 
tourists’ motivations (Brown, 2005). The push and pull concept reflects the internal 
and external drives that motivate people to travel (Kim et al., 2010; Rittichainuwat,
2008), where push factors are the socio-psychological motives that drive people’s 
desire to travel and pull factors represent the external stimuli that influence where 
people travel to meet their desires or needs. In other words, a person is pushed to 
want to travel by the internal imbalance and tension in his or her motivational or 
needs system and is pulled by the external stimulus from the destination (Ateljevic, 
2000). In this context, push factors are often regarded as intangible factors that push 
a tourist away from home, while pull factors are regarded as tangible factors that pull 
a tourist toward a destination. Tangible pull factors that make a destination attractive 
to potential visitors include historical and cultural resources, beaches, and 
accommodations. Maslow’s list of needs can be linked to the psychological push 
factors (Hudson, 1999), as can Pearce’s tourist motivations based on the TCL’s five 
levels of needs. Push factors include an individual’s desires, such as escape, rest and 
relaxation, prestige, health and fitness, adventure and social interaction, family 
togetherness, and excitement, while pull factors reflect the features, attractions, or 
attributes of the destination (Kim et al., 2010). Yoon and Uysal (2005) also pointed 
out that push factors influence travel decisions and pull factors influence destination
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choice, and that these push and pull factors can explain tourists’ travel patterns. The 
major studies on push and pull theory and the push and pull items generated in each 
study are summarised in Table 3.2.
Table 3.2 Summary of major extant literature on the push-pull motivation theory
Author Key push and pull motivations
D ann (1977) -Two key push factors: “anom ie” and “ego enhancem ent”
-Pull factors: external factors affecting “where” a person travels to fulfil 
his/her desires
Crom pton (1979) -Seven socio-psychological push motivations: escape, self-exploration, 
relaxation, prestige, regression, kinship-enhancem ent, social interaction 
-Two cultural pull motivations: novelty and education
Uysal & 
Jurowski (1994)
-Push m otivators to  travel: desire for escape, rest, relaxation, prestige, health, 
fitness, adventure, social interaction
-Pull motivators: tangible resources (beaches, recreational activities, cultural 
attractions)
M cGehee 
e ta l. (1996)
Differences in  push and pull motivational factors o f  A ustralian leisure 
travellers according to gender:
-Push factors: cultural learning, prestige, fam ily & kinship togetherness 
(women) sports participation & adventure seeking (men)
-Pull factors: heritage & culture, com fort & relaxation (wom en) 
recreation activities (men)
K ozak (2002) Identified differences in  tourist m otivation betw een nationalities and 
destinations:
-Four types o f  tourist motivation: physical, cultural, social, pleasure 
seeking/fantasy
-M ost pow erful pull m otivation: w eather (for a sum m er vacation)
Awaritife (2004) M otivations for tourists’ destination choice and differences betw een dom estic 
and foreign tourists:
-Foreign tourists were m ore push oriented than dom estic tourists
Bogari et al. (2004) Domestic tourists’ m otivations in Saudi Arabia:
-Nine push factors: cultural value, utilitarian, knowledge, social, econom ic, 
family togetherness, interest, relaxation, convenience o f  facilities 
-Nine pull factors: safety, activity, beach/sport activities, neighbour/outdoor, 
historical/cultural, religious, budget, leisure, upscale
Yuan et al. (2005) M otivations for attending w ine festival/ tourism:
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Yoon & 
Uysal (2005)
Chan & 
Baum  (2007)
Correia et al. (2007)
M eng et al. (2008)
Jonsson & 
D evonish (2008)
Kim  et al. (2010)
-Push factors: Escaping, socialising and family togetherness
-Pull factors: fun, festival and w ine (the festival itself, festival atmosphere, a
festival crowd, the entertainm ent, uniqueness o f  festival, w ine tasting &
buying)
Causal relationships am ong push and pull m otivations, satisfaction and 
destination loyalty
-Eight push m otivations: exciting, know ledge/education, relaxation,
achievement, fam ily togetherness, escape, safety/fun, aw ay from hom e and 
seeing
-Ten pull motivations: m odem  atmosphere & activities, w ide space 
& activities, small size & reliable weather, natural scenery, inexpensive 
restaurants, different culture, cleanness &shopping, night life &local cuisine, 
interesting tow n & village, w ater activities
Push and pull m otivational factors for ecotourists in ecolodge 
accommodations:
-Push factors: escape, self-fulfilm ent
-Pull factors: natural attractions (wildlife, rainforest, nature & w ildlife 
conservation, local lifestyle, eco-activities)
Portuguese tourists’ m otivations for travelling to exotic places:
-Push factors: knowledge, leisure, socialisation
-Pull factors: facilities, core attractions, landscape features
Tourists’ m otivations for visiting a nature-based resort destination and 
satisfaction
-Push factors: activities for seeing & doing, relaxation/fam iliarity, 
family/friends togetherness, novelty/rom ance
-Pull factors (destination attribute): friendliness & accessibility, food & 
location, natural scenery & activity, lodging
Identified differences in  m otivations for visiting Barbados by  nationality, 
gender, and age, focusing on push factors:
-M ost im portant push factors: relaxation and pleasure-seeking
M easuring food tourists’ m otivations for attending food events in  the south­
western US
-Push factors: knowledge & learning, fun & new  experiences, relaxation w ith 
family,
-Pull factors: area quality and value, quality o f  event, food variety
Source: author
Dann (1977) identified two key travel motivations, ‘anomie’ of the society 
and the psychological needs for ‘ego enhancement’, using survey data on visitors’ 
attitudes toward Barbados. Anomie refers to the desire to transcend the feeling of
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isolation that is inherent in mundane life and the desire to get away from it all. 
Krippendorf (1987) supported this view, stating that escape is one of the two most 
important psychological needs that people experience before they decide to take an 
overseas vacation. Ego enhancement arises from the desire for recognition, which 
can be obtained through the status conferred by travel. This need is to satisfy 
personality needs; for example, tourists satisfy this need by visiting a place they have 
never been to before. This need coincides with Ross’s (1997) adoption of personality 
needs theory, derived from organisational behaviour and consumer behaviour. Dann 
(1977) proposed push factors and pull factors as two motivational stages in a travel 
decision and suggested that anomie and ego enhancement are push factors, internal 
factors that influence an individual to travel, such as the desire for rest and relaxation, 
adventure, escape and health. Pull factors, on the other hand, are external to the 
individual that influence the individual’s actual choice of destination.
Crompton (1979) agreed with Dann’s basic idea of push and pull motives 
and suggested that both push and pull factors play important roles in shaping tourists’ 
motivations and choices of destination. Crompton identified seven push motives and 
two pull motives through 39 in-depth interviews. The push motives were socio- 
psychological and origin-related motivations: escape from a perceived mundane 
environment, exploration and evaluation of self, relaxation, prestige, regression, 
enhancement of kinship relationships, and facilitation of social interaction. The pull 
motives were related to novelty and education, which are cultural motives. These 
cultural factors attract an individual to a specific destination once the decision to 
travel is made by push motives. However, Crompton (1979) admitted that the push 
motives were difficult to uncover since respondents may be reluctant to give the true
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reasons for travel or may have difficulty in explaining the real reasons for destination 
choice, especially when the reasons are deeply personal or intimate. Dann (1981) 
also recognised the limitations of push and pull motivational theory, noting that, 
when push and pull factors are combined in the same study, the research may provide 
a short-term empirical fit to the circumstances, rather than offering a long-term 
theoretical contribution that can clarify general motivations for tourism. However, 
the push and pull concept is still regarded as one of the best ways to understand 
tourists’ motivation and has been adopted by many studies (Kim et a l, 2010).
The theory of push and pull motives was also applied to an exploration of 
causal relationships among the push and pull motivations, satisfaction and 
destination loyalty of tourists in northern Cyprus (Yoon and Uysal, 2005). Yoon and 
Uysal found eight push motivations (exciting, knowledge/education, relaxation, 
achievement, family togetherness, escape, safety/fun, away fi*om home and seeing) 
and ten pull motivations (modem atmosphere and activities, wide space and activities, 
small size and reliable weather, natural scenery, inexpensive restaurants, different 
culture, cleanness and shopping, night life and local cuisine, interesting town and 
village, and water activities) and concluded that loyalty to a tourism destination had a 
causal relationship with both motivation and satisfaction. They also stated that push 
motivations, rather than pull motivations, determined loyalty to a destination.
Bogari et al. (2004) identified travel motivations for domestic tourists in 
Saudi Arabia based on push and pull motivation theory. Nine push factors were 
cultural value, utilitarian, knowledge, social, economics, family togetherness, interest, 
relaxation, and convenience of facilities, while pull factors were safety, activity,
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neighbour/outdoor, historical/cultural, religious, budget, leisure, upscale and 
beach/sport activities.
Based on push and pull motivation theory, Kozak (2002) conducted research 
on motivational differences between tourists from the same country who visit two 
different destinations, as well as differences between tourists from two different 
countries who visit the same destination. Kozak found that German tourists have 
stronger cultural motivation than British tourists do to visit Turkey and Mallorca and 
that British tourists had stronger pleasure-seeking- and fantasy- (escape from the 
present reality) based motivations. Although Crompton (1979) referred to cultural 
motives as pull motives (composed of novelty and education), cultural motivation in 
Kozak’s (2002) study included both push and pull motivations since cultural 
motivation in Kozak’s study reflected not only the wish to learn about foreign places 
(pull motive) but also the desire for self-actualisation (push motive).
Kim and Prideaux (2005) supported the view that tourists from different 
countries had different motivations for visiting the same destination. They conducted 
research on the differences in motivations among Asian (Japanese, mainland Chinese, 
Hong Kong Chinese) and non-Asian (US, Australian) visitors to South Korea. The 
results showed that American and Australian respondents had relatively high levels 
of cultural motivation compared to Asian tourists. The result also showed differences 
among Asian tourists’ motivations according to nationality. While Japanese tourists 
had a higher preference for dining and shopping, Chinese tourists had a tendency to 
prefer leisure facilities, gaming (such as gambling in casinos) and theme parks. 
Pizam and Sussman (1995) took a similar approach regarding the influence of
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nationality on tourist motivation. Their survey with tour guides in London who 
regularly guided groups of Japanese, French, Italian, or American tourists visiting 
London on coach-tours revealed significant perceived differences among the four 
nationalities were found, including that Japanese tourists were unique among tourists 
from the four nations. Japanese tourists were satisfied with staged experiences, while 
tourists from the other three countries tended to look for authenticity and to shop. 
Based on their results, the authors argued that there are significant differences in 
travel motivations by nationality, so nationality should be considered when 
predicting tourist behaviour.
However, Dann (1993) criticised the view that nationality and/or country of 
residence was the sole discriminating variable in explaining tourists’ behaviour. 
Many tourists have multiple nationalities, and their countries of birth can be different 
fi*om their countries of origin or nationality. In addition, new countries have been 
formed through political changes, (e.g.. South Afiica, Iraq, Yugoslavia), and 
nationality identification cannot be applied to these countries. In addition, many 
countries have been built on immigration (e.g., Australia, United States, and Canada) 
and cannot be viewed as single national entities. There are also countries that are 
pluralistic in their cultures (e.g., India, Brazil), and in a globalised world, virtually 
every country has seen increased exposure to other cultures (Kim & Lee, 2000). 
Therefore, using nationality as the sole criterion with which to identify differences in 
tourists’ motivation could be problematic.
Jonsson and Devonish (2008) took Dann’s (1993) criticism into account in 
the study to investigate motivations of tourists who visit Barbados, since two of the
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major tourist markets to Barbados are Canada and the United States. These are 
countries made up of immigrants of various nationalities, thus additional variables, 
such as age and gender, were added and used in the analysis of motivations. Their 
study showed that relaxation and pleasure-seeking were the most important push 
factors for all nationalities visiting Barbados and that older tourists were more likely 
to be motivated by cultural exploration and relaxation, while younger tourists were 
more likely to travel to engage in sports activities. However, there were no 
significant differences in the motivations for travelling to Barbados based on gender.
In terms of comparison between destinations, Kozak (2002) concluded that 
people from the same country who travel to different destinations have different 
motivations (Kozak, 2002). For example, German tourists in Turkey had stronger 
culture-based motivations than did Germans who travelled in Mallorca. The same 
applied to British tourists, as British tourists who were travelling in Turkey had 
stronger cultural motivation than did those who were travelling in Mallorca. This 
result seems obvious since Turkey is known for cultural-heritage sites and Mallorca 
is considered more of a beach holiday destination, so people who travelled to Turkey 
would be expected to have more cultural motivation than people travelling to 
Mallorca. In a study of tourists’ motivations for visiting different destinations in 
Nigeria, Awaritefe (2004) showed that destination choices were based on both push 
and pull motivations and that the motives differed according to the destinations. For 
example, tourists who visited parks/ecotourism attractions were mainly pulled by 
destination features and seek for comfort and satisfaction. On the other hand, those 
who travelled to adventure or landform destinations were pushed by a desire for self- 
actualisation, while pull factors were secondary. Johanson (2007) found that the
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motivations of mainland Chinese tourists to travel to Western destinations were 
different from their motivations for travelling to Asian destinations. Mainland 
Chinese tourists who travelled to Western destinations such as New Zealand (Ryan 
& Mo, 2001) were motivated by the desire to visit new destinations and to have 
interesting experiences, but when they travelled to Asian destinations like Hong 
Kong, leisure was the stronger motivation (Zhang & Lam, 1999). When they 
travelled to Hawaii, their motivations were similar to those who visit other Western 
destinations such as New Zealand (Johanson, 2007).
Previous studies have also shown that foreign tourists and domestic tourists 
differed in their motivations for travelling to the same tourist destination. Awaritefe 
(2004) collected 376 questionnaires in seven tourism destinations in Nigeria and 
found that, while foreign tourists were more push-oriented and more interested in 
learning and experiencing the environment, domestic tourists were more motivated 
by pull factors like sun and sea and were much less motivated by push factors like 
self-actualisation through learning about the destination.
Given the above, motivations can differ according to the destinations 
tourists are travelling to. Motivations can be based on the characteristics of the 
destination, such as whether it is a cultural-heritage site or a nature-based destination, 
which can be referred to as pull factors, or on the cultural differences or cultural 
distances from the tourists’ country of origin, as McKercher and du Gros (2003) 
found that people from culturally distant places were more motivated to travel for 
cultural reasons, while tourists from culturally proximate regions sought more 
superficial, entertainment-oriented experiences.
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McGehee et al. (1996) applied push and pull motivation theory to an 
examination of the gender differences in Australian leisure tourists’ motivations. 
Their results showed that Australian tourists who travelled overseas rated the 
importance of some push and pull motivational factors differently based on gender. 
For example, while females had stronger push motivation for cultural learning, 
prestige, and family and kinship togetherness, male tourists rated sports participation 
and adventure-seeking higher. In terms of pull motivations, female tourists were 
motivated more by heritage and culture, comfort and relaxation, and budgetary 
factors.
Push and pull motivation theory has also been applied in various tourism 
contexts, such as to explore the motivations of wine festival attendees. A total of 510 
questionnaires (based on a previous study about people’s motivation to visit wineries 
and other types of festivals) collected on the day of a wine festival in the US showed 
that the festival itself and wine were pull motives that attract visitors (e.g., ‘the 
festival atmosphere’, ‘uniqueness of festival’, ‘wine tasting’ and ‘wine buying’). The 
most important push motives were escaping, socialising and family togetherness 
(‘enjoying a day out’, ‘getting away on the weekend’ and ‘spending time with 
family’).
Correia et al.’s (2007) study of Portuguese tourists’ motivations for 
travelling to exotic destinations like Brazil, Morocco, Egypt, Mexico, Sao Tome and 
Principe found the knowledge factor to be a push factor related to the need to do and 
learn new things and to explore new cultures and places. Other push motives
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included leisure factors related to the motive of personal well-being and the 
socialisation factor, such as the desire to go to places that friends have not been, to 
share travel experiences and to develop close friendships. On the other hand, pull 
motives were facilities of a destination (lodging, weather, food, security, roads and 
hospitality), core attractions (the social environment, night life, sports activities and 
shopping facilities) and landscape features related to the destination’s cultural and 
natural environment.
Push and pull motivation theory was also applied in the study to explore 
motivation of food tourists (Kim et al., 2010). The sample was drawn from a food 
event in the south-western United States, where 305 usable questionnaires were 
collected. Three push factors—knowledge and learning, fun and new experiences, 
and relaxation with family—were identified from fourteen items, and three pull 
factors—area quality and value, quality of the event and food variety—emerged.
Chan and Baum (2007) also adopted the push and pull motivation theory to 
explore the push and pull motives of ecotourists in ecolodge accommodations. They 
conducted in-depth interviews with 29 ecotourists who stayed in two ecolodges in 
Sukau and found that the push motive was the social-psychological desire to escape 
from the routine of daily life by visiting ecolodges, and they were pulled by the 
destination attributes where the ecolodges were situated, such as natural attractions, 
wildlife, local lifestyle and ecoactivities. The authors suggested that these 
motivational factors of ecotourists can be also explained by ‘seeking and escaping’ 
motivational dimension of vacation behaviour.
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As seen above, push and pull theory has been applied to many studies that 
have sought to identify tourists’ motivations in various tourism contexts. However, it 
remains difficult to explain why tourists are motivated to travel to specific 
destinations. For example, even when their push and pull motivations are similar, 
tourists choose different destinations, and even when they choose the same 
destination, their push and pull motivational factors can differ. For example, tourists 
whose push motivation is relaxation and pull motivation is ‘beach and sun’ choose 
different destinations, and tourists who travelling to the same destination, such as 
Turkey, could be pushed by cultural motivation or by relaxation. Moreover, it also 
misses other factors that influence tourist motivation that have been considered in 
other tourist-motivation models, such as expectations (from the expectancy model) 
and accumulated travel experiences (from the TCP). In addition, it can be difficult to 
differentiate between push factors and pull factors, and how push and pull factors 
guide peoples’ actual behavioural intentions in choosing a travel destination can 
rarely be explained. Even so, push and pull motivations are useful in explaining the 
intrinsic factors of travel motivation as well as extrinsic factors such as destination 
attributes, and what people think is important when they choose destination.
3.2.4 Escape-Seeking theory
Iso-Ahola’s (1982) escape-seeking dichotomy theory is related to the push 
and pull motivational concept (Crompton & McKay, 1997). Iso-Ahola (1982) viewed 
leisure behaviour as a dialectical-developmental process and a dialectical-optimising 
process and maintained that leisure behaviour is a process that provides a tourist with 
an outlet where he or she can avoid something and seek something at the same time.
69
Seo Yeon Jang CHAPTER 3 TOURIST MOTIVATIONS
Iso-Ahola’s model of tourist motivation is composed of two motivational elements, 
seeking and escaping, and both elements are divided into personal and interpersonal 
dimensions. Escaping is “the desire to leave the everyday environment behind 
oneself’, while seeking is ‘the desire to obtain psychological (intrinsic) rewards 
through travel in a contrasting (new or old) environment’ (Iso-Ahola, 1982: 261). 
Individuals travel in order to encounter new experiences, places and people, and 
escape routine environments. Both escaping and seeking elements have an 
interpersonal (social) dimension and personal (psychological) dimension. 
Consequently, Iso-Ahola’s model consists of four dimensions: personal seeking, 
personal escape, interpersonal seeking and interpersonal escape (Figure 3.3).
Escaping
interpersonal .4 . 
environments
Seeking
personal rewards
Escaping
personal environments
Seeking
interpersonal
rewards
Source: Iso-Ahola (1982)
Figure 3.3 Seeking and escaping dimensions of tourist motivations
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Therefore, a tourist may have desire to escape the personal world (e.g., 
personal troubles, difficulties and failures) and/or to escape the interpersonal world 
(e.g., co-workers, family members, relatives, friends and neighbours) while also 
seeking personal rewards (e.g., feelings of mastery, achieving self-determination, 
learning about other cultures, rest and relaxation, recharging and renewal, ego- 
enhancement and prestige) and/or interpersonal awards (e.g., varied and increased 
social interactions, interacting with friendly natives or members of the travel group, 
interacting with old friends in a new place or with new friends in an old place) (Iso- 
Ahola, 1982).
There are several points of view regarding whether both escaping and 
seeking dimensions are regarded as push motivations (i.e., Rittichainuwat, 2008; 
Snepenger et al., 2006) or only escaping motivations are push motivations and 
seeking motivations are pull motivations (e.g., Crompton & McKay, 1997; Ateljevic, 
2000). For example, both escaping routine environment and seeking for choices of 
recreational opportunities are regarded as tourists’ internal driving forces that can be 
referred as push factors (Meng et al., 2008). Jang et al. (2009) also considered both 
escaping and seeking motivations as push motivations, arguing that typical examples 
of push motivations usually involve seeking or escaping. On the other hand, 
Crompton and McKay (1997) integrated previous motivations of push and pull 
theory with Iso-Ahola’s escaping and seeking model by considering the escaping 
dimensions as push factors and the seeking dimensions as pull factors. They argued 
that a significant refinement of the Iso-Ahola model involves the inclusion of 
intrinsic social and psychological rewards as pull factors, whereas the previous study
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considered only specific features of the destination that attract travellers, such as 
sunshine and friendly natives, as pull factors.
Snepenger et al. (2006) empirically examined Iso-Ahola’s motivational 
theory. Based on a scenario-based research, they collected data for various sets of 
tourism contexts—two natural (e.g., parks and beaches) and two cultural (e.g., 
amusement parks and sporting events) vacation experiences. They generated twelve 
items from scenario research and then conducted a web-based survey. After 
analysing 353 responses, they confirmed that personal seeking, personal escape, 
interpersonal seeking and interpersonal escape all play roles as intrinsic motivations 
of tourism behaviour.
Crompton and McKay (1997) adopted escape and seeking theory to explore 
the motives of visitors who attended festival events. Sixteen events were selected 
under five categories: parades/carnivals, pageants/balls, food-oriented events, 
musical events, and museums/exhibits/shows. The analysis of 1,496 questionnaires 
revealed that the seeking motivation was more dominant than the escape motivation 
in the context of festivals, although the escape motivation was still a necessary 
condition in the decision to visit festivals. In this research, seeking of personal 
rewards was measured by the dimensions of cultural exploration and 
novelty/regression, and interpersonal seeking was measured by socialisation with a 
known group, external interaction/socialisation and gregariousness.
More recently, Kay (2009) supported Iso-Ahola’s seeking-escaping 
dichotomy in a study to develop a measurement model of tourists’ motives for
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attending cultural experiences. The participants from English-speaking Western 
countries (Australia, New Zealand, the UK, Ireland and countries in North America), 
who were visiting Melbourne, shared a seeking-related motivation for attending 
cultural experiences, such as acquiring knowledge about local culture. However, 
another seeking motivation related to hedonism-related experiences was not 
significant in the motivations of those from the UK and Ireland. On the other hand, 
escape-related motivations for attending cultural events were identified in the 
motivation of Australian domestic tourists and tourists from the UK and Ireland. 
Therefore, there could be differences based on tourists’ countries of origin, even 
though they use the same language, in whether escape motivations or seeking 
motivations dominate.
3.3 Tourist motivation and travel intention
Tourists’ motivations powerfully influence their travel decisions and 
destination choices (Chan & Baum, 2007). It has been suggested that if travel 
motivation theory and measurement improve, tourist choice and behaviour could be 
better understood (Mansfeld, 1992). Yuan et al. (2005) stated that tourists’ 
motivations are crucial factors in tourists’ choice of destination or type of vacation 
since tourists choose the destination or type of vacation to fulfil their internal needs. 
For these reasons, tourist motivation has been a topic of interest for tourism 
marketers and managers.
73
Seo Yeon Jang____________________________________________ CHAPTER 3 TOURIST MOTIVATIONS
Travel motivation is also known to influence travel intention, which literally 
means one’s intent to travel or commitment to travel, which leads to travel behaviour. 
Travel intention connects motivation to actual future travel behaviour (Jang et al.,
2009). Qu and Wong (1999) revealed that motivation significantly influences travel 
intention. For example, among the motivational factors of residents of Hong Kong, 
accommodation, food and beverage and entertainment were the most important 
determinants of the intention to go on cruise vacations. Jang et al. (2009) examined 
the effects of motivation on the travel intentions of senior citizens (over age 65) in 
Taiwan and found that travel motivation is significantly related to travel intention 
and that, among motivational factors, novelty-seeking led to future travel intention.
Therefore, identifying tourist motivations is a key ingredient in 
understanding tourists’ decision processes (Crompton & McKay, 1997). However, 
travel motivation cannot be fully explained with any single theory, as existing 
approaches only partially explain tourists’ motivation (Awaritife, 2004; Pearce, 
1993). Moreover, theories that explain travel motivations tend to neglect how 
motivation leads to a specific tourist behaviour and how it leads to the behavioural 
intention of choosing a travel destination and actual behaviour. Social psychologists 
and marketing researchers have had success in using Fishbein and Ajzen’s (1975) 
behavioural intention model to predict these behavioural intentions and/or behaviour 
in various social behaviour contexts.
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3.3.1 Theory of reasoned action and theory of planned behaviour
The theory of planned behaviour (TPB) is an extension of the theory of 
reasoned action (TRA), which was proposed by Fishbein and Ajzen (1975) to 
account for an individual’s behaviour, especially to predict a person’s intentions to 
act. In the TRA, an individual’s intention to perform a given behaviour is the central 
factor. It is based on the assumption that intentions capture motivational factors and 
are the immediate determinants of behaviour. Intentions indicate how hard people are 
willing to try, and how much effort people are planning to make in order to perform 
the behaviour. Intention results in behaviour when there is an opportunity to act. 
Fishbein and Ajzen (1975) argued that intention that is measured accurately is the 
best predictor of behaviour. Intention is a function of two independent components, 
attitude toward the behaviour and the subjective norm (see Figure 3.4).
Intention Behaviour
Attitude
toward
Behaviour
Subjective
Norm
Normative beliefs 
and Motivation to 
comply
Beliefs and 
Evaluations
Source: Fishbein and Ajzen (1975)
Figure 3.4 Theory of reasoned action
Attitude, the individual’s positive or negative evaluation of performing the 
behaviour, refers to the person’s judgement about whether performing the given
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behaviour is good or bad and to whether the person is in favour of or against 
performing the behaviour. Attitude can be measured by a person’s salient beliefs 
towards the attitude. In other words, one will hold a favourable attitude toward 
performing a behaviour if one believes that performing the behaviour will lead to 
mostly positive outcomes. On the contrary, if the person believes that performing a 
given behaviour will lead to mostly negative outcomes, he or she will hold an 
unfavourable attitude. The second determinant of intention is the subjective norm, 
which is the person’s perception of the social pressures to perform or not perform the 
given behaviour. Subjective norms are also a function of beliefs, albeit beliefs of a 
different kind, since attitude is a personal factor, while subjective norm reflects 
social influence. Subjective norms are the person’s beliefs about the appropriateness 
of the action with regard to his or her salient social referents; that is, the person will 
be influenced to behave in a certain way by people who are important to him or her 
and would be affected in some way when performing the behaviour. For example, if 
a person believes that most referents with whom he or she is motivated to comply 
think he or she should perform the behaviour, the person will perceive social 
pressure to do so (and vice versa) (Ajzen & Fishbein, 1980).
Ajzen (1988) proposed the theory of planned behaviour (TPB) in light of the 
limitations of the TRA in dealing with behaviours under incomplete volitional 
control. The TRA was developed to deal with purely volitional behaviours, when the 
person can decide at will to perform or not perform a behaviour. Although some 
behaviour may meet the requirements to perform the behaviour, most performance 
requires at least some degree of non-motivational factors, such as opportunity and the 
internal and external resources needed to carry out the behaviour (e.g., time, money,
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skills, cooperation of others and confidence). The TRA does not offer a sufficient 
construct to deal with such needs (Rossi & Armstrong, 1999). For this reason, Ajzen 
(1988) added the third component, perceived behavioural control, to the original 
model, which makes the TPB different from the TRA (Figure 3.5).
Normative
Beliefs Intention
Control
Beliefs
Behaviour
Behavioural
Beliefs
Attitude 
tow ard the 
Behaviour
Subjeetive
N orm
Perceived
Behaviour
Control
Source: Ajzen (1991)
Figure 3.5 Theory of planned behaviour
Perceived behavioural control is defined as “the perceived ease or difficulty 
of performing the behaviour and it is assumed to reflect past experience as well as 
anticipated impediments and obstacles” (Ajzen, 1988: 132). As a general rule, the 
more favourable the attitude and subjective norm toward a behaviour and the greater 
the perceived behavioural control, the stronger an individual’s intention to perform 
the behaviour under consideration. What should be noticed here is that perceived 
behavioural control does not deal directly with the amount of actual control that an 
individual has in a given situation, but it is rather a psychological ‘perception’ of
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behavioural control to take into account the possible effects of perceived behavioural 
control over the achievement of behavioural goals (Ajzen, 1991). Ajzen (1988) 
argued that perceived behavioural control accurately predicts behaviour only when it 
closely estimates actual control and then maintained (Ajzen 1991) that it exerts both 
a direct and an indirect effect on behaviour through behavioural intention.
Both the TRA and the TPB have been widely used and supported by many 
studies for prediction of various social behaviours, such as exercise (Smith & Biddle, 
1999), hunting (Rossi & Armstrong, 1999), food choice (Chen, 2007; Brinberg et al., 
2000; Arvola et al., 2008; Tuorila, 1987), willingness to contribute to a scholarship 
fund (Ajzen et al., 2004), and health-related behaviours, such as smoking (Godin et 
al., 1992), weight loss (Schifter & Ajzen, 1985), health promotion (Fishbein, 2008) 
and blood donation (Giles & Cairns, 1995). Ajzen and Driver (2009) applied the TPB 
to determine whether it offers a comprehensive framework for understanding leisure 
participation. The authors assessed behavioural beliefs, which are related to attitude 
toward behaviour, normative beliefs, which link to the subjective norm, and control 
beliefs, which are concerned with behavioural control, through a questionnaire 
administered to 146 undergraduate students, with respect to five leisure activities: 
spending time at the beach, jogging or running, mountain climbing, boating, and 
biking. The results showed that the TPB is applicable to understanding the 
foundations of leisure behaviour.
Although the TRA and the TPB gained considerable attention and 
demonstrated robustness across various consumer behaviour studies of behavioural 
intention, limited effort has been made to apply it to hospitality and tourism settings
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(Ryu & Jang, 2006). Ryu and Jang (2006) proposed a modified TRA model, adding 
past behaviour to the original TRA model, to predict tourists’ behavioural intentions 
to experience local cuisine in a travel destination. Although this study was carried 
out in the tourism context, the tourists’ behavioural intentions studied here are related 
to food choice behaviour, rather than the travel intention itself. The study revealed 
that attitude and past behaviour were significant predictors of tourists’ intention to 
try local cuisine but was limited to students in a university in the US.
Kim et al. (2011) examined food tourists’ behaviour using a modified TRA 
that replaced the subjective norm and attitude toward the behaviour with satisfaction 
and perceived value. The authors argued that affect, which is one’s feeling about the 
product, can be seen as attitude toward the behaviour and that it may be seen as the 
consumer’s satisfaction with the product consumed. They also argued that the 
subjective norm and attitude can be measured by satisfaction and perceived value, 
which is usually an antecedent of satisfaction. After analysing 305 survey 
questionnaires collected fi*om a food event in the south-western part of the US, they 
concluded that the modified model was well-constructed and that it predicts food 
tourists’ behaviour, especially their intention to revisit the destination.
While Kim et al. (2011) examined the revisit intention using a modified TRA 
model, Huang and Hsu (2009) adopted the TPB model to evaluate mainland Chinese 
tourists’ revisit intention (to Hong Kong). To investigate the impacts of various 
travel motivations on tourists’ attitudes toward revisiting Hong Kong, Huang and 
Hsu added motivational factors to the model but excluded the subjective norm and 
included past travel experience. They concluded that the shopping motivation
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positively affected the revisit intention. However, the data were collected only from 
Beijing residents, so the results may not be generalizable to mainland Chinese 
visitors from other locations.
In terms of potential tourists’ intention to visit a destination, Lam and Hsu 
(2004) tested the ability of the TPB model to predict the travel intentions of potential 
travellers from Mainland China to Hong Kong. Lam and Hsu (2006) also tested the 
model with potential Taiwanese travellers to Hong Kong. Both studies concluded 
that the TPB model explained tourists’ travelling intentions well. Hsu and Huang 
(2012) also conducted research to investigate potential tourists’ intention to visit 
Hong Kong from mainland China by collecting data from 1,524 Beijing, Shanghai, 
and Guangzhou residents. They added the motivational factors for visiting a 
destination and also examined actual behaviour by means of a follow-up 
questionnaire six months after the initial survey by contacting 311 respondents from 
the initial survey to see if they actually visited the destination. They concluded that 
the TPB model with motivational factors is suitable for predicting behavioural 
intention but not for predicting actual behaviour.
In the heritage tourism context, Shen et al. (2009) adopted the TPB model, 
with the additional constructs of past experience and cultural tour involvement in 
order to investigate Chinese visitors’ intention to visit world cultural heritage sites 
within the next twelve months. The survey data (n=366) were collected in Suzhou, a 
city with world cultural heritage sites in China. The authors concluded that the TPB 
model can be used to predict tourism demand and that past experience affects the 
visitors’ intention to visit world cultural heritage sites. The latter finding implies that
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visitors who have had a good experience in one world cultural heritage site are more 
likely to intend to visit another such site or to revisit the same one. However, since 
the data were collected in a world cultural heritage site, and since the item in the 
questionnaire regarding past experience referred to only that site, whether the visit 
can be regarded as a ‘past experience’ is doubtful.
Sparks (2007) also adopted the TPB to predict potential wine tourists’ 
intentions to take a wine-based vacation. This survey, fielded in Australia, included 
the core TPB model and added attitude about past wine holidays and involvement 
with wine activities. The attitude toward the intention to take a wine trip in the next 
twelve months was estimated by three core dimensions of wine tourism based on 
previous wine tourism research and focus group interviews and by using the 
expectancy-value approach. The three core dimensions were core wine experience, 
destination experience and personal development. The authors specified that attitude 
toward the behavioural intention is emotional attitude, arguing that wine tourism is a 
fairly hedonic consumption experience, considering the previous research. After 
analysing the collected data (n=1372), they concluded that the model based on the 
TPB had relatively good predictive validity.
As this discussion shows, several studies regarding tourists’ intention have 
attempted to adopt the TRA/TPB model to predict tourists’ behavioural intentions 
toward actual behaviour, from tourists’ behaviour such as trying local food in a 
destination to the intention to visit or revisit a destination. However, there has been 
debate concerning whether a behaviour can be sufficiently predicted by intention and 
whether the question concerning how an intention is actualised as a behaviour can be
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answered by using the TRA/TPB model (Hsu & Huang, 2010). Smith and Biddle
(1999) also stated that predicting actual behaviour from the model is less clear and 
requires further testing, and Arvola et al. (2008) admitted that measured attitudes, 
subjective norms and corresponding intentions are possibly less strongly connected 
with actual behaviour. It has been demonstrated that intentions and observed 
behaviour are often weakly connected (Davies et al., 2002). Ajzen (1991) explained 
that intentions in the prediction of behaviour are expected to vary based on the 
situation and the behaviour, and that, when a person has complete control over 
behavioural performance, intentions alone can be sufficient to predict behaviour. 
Fishbein (2008) also admitted that, even when the intention to perform a behaviour is 
appropriately measured, the intention to reach a goals, such as to lose weight or to 
get an A on an examination, are often very weak in predicting actual goal attainment. 
Ajzen et al. (2004) explained that the discrepancy can be due to each individual’s 
having his or her own disposition. For example, people with highly positive 
dispositions may respond favourably in both hypothetical and real contexts, while 
people with highly negative dispositions may respond negatively in both contexts. 
Therefore, the discrepancy between intentions and behaviour is likely to arise with 
individuals with moderate dispositions, who respond favourably in the hypothetical 
context but unfavourably in the more demanding real context. Another explanation 
can be the substantive differences between hypothetical and real contexts, as the 
difficulties people may think of related to a hypothetical situation can be very 
different from those that occur in real-life situations. Nevertheless, the TRA and TPB 
models have been successfully confirmed as one of the theories with predictive 
power in various social behaviours, especially in terms of predicting intentions, and
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have been supported by extensive empirical research, even though they have not 
been applied as much in the tourism context as in other social behaviour research.
3.4 Chapter summary and implication
For the purposes of this study (to explore common motivations for visiting 
ethnic restaurants and for travel, and those motivations’ effect on travel intention), it 
is essential to review existing literature regarding travel motivations. This chapter 
reviewed key theories in relation to tourists’ motivations, presented them from the 
perspective of three theories and discussed previous studies based on these theories. 
Figure 3.6. illustrates the summary and implications of chapter 3.
More specifically, this chapter reviewed needs-oriented motivation theories. 
The TCL and TCP were developed based on Maslow’s hierarchy theory. While these 
three motivational theories emphasise experience-based knowledge, the expectancy 
model focuses on knowledge of future rewards. This discussion was followed by a 
literature review on the push and pull motivation theory, which has been seen as 
useful in explaining the desire for travel and the external factors in choosing a 
destination. A discussion of seeking and escaping motivational theory followed, 
which indicated that tourist motivation is derived from their desire to escape the 
inter/personal world and from the desire to seek inter/personal rewards. Next, the 
relationship between motivations for travel intention was discussed. Although 
tourists’ behaviour and their decision process cannot be fully understood by means of 
any single theory of motivation, theories of motivation are vital in explaining why
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tourists act and decide on a travel destination in a certain way, suggesting that people 
can be motivated to choose a travel destination by ethnic restaurant experiences.
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•Escaping from 
personal/in ter­
personal envrionm ent 
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reward
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Figure 3.6 Chapter Summary and Implications
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However, most motivational theories largely neglect how motivation leads to 
actual decision-making, such as how it forms peoples’ attitudes and how these 
attitudes lead to the behavioural intention of choosing a travel destination. Ajzen 
(1991) claimed that intention captures the motivational factors that influence a 
behaviour and indicates how much effort people are willing to make to perform the 
behaviour. Ajzen proposed a model to estimate intention, which has been supported 
in various social behaviour research. This model, the TPB, was reviewed to 
determine whether it is applicable to this research. Although the TBP has not been 
applied in many tourism contexts, and although most research on the process of 
choosing a travel destination has been done in the Chinese context, the TBP appears 
to be suitable for the current research, especially for the second stage of the study, 
which aims to evaluate people’s intention to visit ethnic restaurants’ countries of 
origin.
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CHAPTER 4 METHODOLOGY
4.1 Introduction
This chapter discusses the methodological approach used in the current 
research to examine the relationship between ethnic restaurant choice motivation and 
travel motivation. This chapter includes an evaluation of research tradition and 
research philosophy, and also describes the research design and methods undertaken 
for the current research.
4.2 Research paradigm
There are better and worse ways of doing research, but there is little 
agreement on what is the right way to do research (Finn et al., 2000; Sarantakos, 
1998). This is due to the differences of philosophical stance governing the research 
and its approach, which has particular assumptions about how to perceive the world 
(Finn et al., 2000).
Initially, social research started on an empirical base (Holden, 2005) which 
suggests that only knowledge gained through experience and senses, and rigorous 
testing can be considered as knowledge (Bryman, 2001). It was the success of 
modem physical science and the advancement of the natural sciences, which lead to 
the desire to understand and create sciences of human behaviour, leading it to follow 
the methods of natural science (Trigg, 1985; Okasha, 2002). However, whether
society and human behaviour can be examined in the same way to the natural science
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and whether laws exist in the social world that governs human behaviour is an 
ongoing debate. One argues that the scientific character of the social world should be 
emphasised and anything that cannot be included in scientific laws is excluded, 
referred to as naturalism and based upon an empirical approach. Humanism, on the 
other hand, rejects the notion of empiricism and stresses that people are different 
from physical objects and therefore should be understood differently (Holden, 2005). 
The main difference between naturalism and humanism in the philosophical 
approach raises the key question about human assumptions of making sense of the 
social world (Holden, 2005), which is known as an ontological issue that concerns 
the ‘nature of social entities’ (Bryman, 2001). It is about whether social entities can 
be considered as objective entities, and whether social laws and reality exist 
independently of the social actor, or the social entities are the product of humans and 
their consciousness (Bryman, 2001; Holden, 2005).
The debate over ‘nature of knowledge’, termed epistemology, is connected 
to the ontological issue (Holden, 2005). Epistemology concerns what should be 
regarded as acceptable knowledge (Bryman, 2001; Tribe, 1997) and tries to answer 
questions about how we can know and what we can know (Coyle, 2007). A central 
issue in this context is the question of whether the social world can and should be 
studied according to the same principles and procedures as the natural sciences 
(Bryman, 2001).
Given the above, researchers must, consider ontology and epistemology, 
which brings questions about what should and should not be counted as reality and 
knowledge (Finn et al., 2000). On one side of the debate is the positivist who seeks to
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test correlations between variables (Silverman, 1993), and on the other side is the 
interpretivist who focuses on social processes and how individuals shape and give 
meaning to the social world. This interpretive paradigm corresponds to 
phenomenology (Finn et al., 2000). These two paradigms are generally considered 
the main research philosophies (Silverman, 1993; Altinay & Paraskevas, 2008), and 
these two different traditions or philosophies have their own set of beliefs, values, 
techniques (Sarantakos, 1998), rules and standards to ensure the production of valid 
and reliable knowledge. This general agreement over methods and procedures is 
termed as a ‘paradigm’ (Finn et al., 2000). While positivism prefers a more objective 
interpretation of reality, using hard data from surveys and experiments, which can be 
said to take the stance of natural scientist, interpretivism focuses on understanding of 
human behaviour (Sarantakos, 1998) and how we give meaning to and interpret the 
world (Holden, 2005). Some of the different assumptions between these two 
philosophies are outlined in Table 4.1.
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Table 4.1 Perceived differences between positivism and interpretivism
Key areas Positivism Interpretivism
Basic Beliefs -The world is external and objective -The world is socially constructed
-External world determines and subjective
behaviour -Human behaviour is how people
-Truth has to be confirmed with define their own world
empirieal evidence -The researeher is part of what is
-The observer is independent observed
Reality is... -Perceived through the senses -Created, not found and
uniformly by all interpreted by people
-governed by universal laws -the meaning attributed to
-based on integration experience and is not the same for 
everyone
Human being -Rational individuals -Creators of their world
is... -Obeying external laws -Not restricted by external laws
-Without free will -Creating systems of meaning 
-Making sense of their world
Science is... -Based on strict rules & procedures -Based on common sense
-Deductive -Inductive
-Relying on sense impressions -Relying on interpretations
-Value free -Not value free
Source: Adapted from Altinay & Paraskevas (2008); Sarantakos (1998); Henderson (1990)
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Table 4.2 shows the differences between these two philosophies in practical 
research.
Table 4.2 Differences between positivism and interpretivism in the research practice
Key areas Positivism Interpretivism
Purpose of 
Research
-To explain social life
-To predict course of events
-To discover the laws of soeial life
-To interpret social life
-To understand soeial life
-To discover people’s meanings
Method of 
research
-Focus on facts
-Look for causality and
fundamental laws
-Reduce phenomenon to simplest
elements
-Formulate hypothesis and test 
them
-Quantitative measurement and 
experiment are key teehniques
-Focus on meanings
-Look at the totality of eaeh situation
-Try to understand what is
happening
-Develop ideas through induetion 
from data
-Methods range from qualitative 
techniques to artistie methods
Research
design
-Struetured, formal and speeifrc 
detailed plans
-Evolving and flexible
Involvement
of
the researcher
-The researeher remains distaneed 
from the material being researched
-The researcher gets involved with 
the phenomena being researched
Sampling Large samples -Small samples investigated in depth 
or over time
Source: Adapted from Altinay & Paraskevas (2008); Sarantakos (1998); Henderson (1990)
Henderson argues that the research field, which has been dominated by the 
paradigm of positivism, is now being challenged by an interpretive paradigm that 
puts an emphasis on richness of meaning. The main criticism of positivism lies in the 
underlying view that positivists have in approaching research. From the 
interpretivists’ view, study of people and their actions is not manageable unlike study 
of natural science. For example, experiment, the research techniques associated with
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positivism. Due to the ethical reasons, it is impossible to carry experiment on people 
to the extend which they carry experiment in the natural science world. Therefore, 
the methods of positivism are limited in what they can explain and describe about the 
social world (Clark et al., 1998). Besides, it is argued that it is inappropriate to draw 
conclusions about the causes and motivations of human behaviours on the basis of 
the type of evidence used in the natural science (Veal, 2006), since people are not 
simply governed by invariable laws (Holden, 2005) but capable of making choices. 
They are not inanimate and their behaviour cannot be simply understood by simple 
causal factors (Clark et al., 1998). In addition, some critics claim that truly objective 
and value-free methods of research are impossible to attain. Clark et al (1998: 14) 
asserts that “any (human) decision about what to study and how something should be 
studied is necessarily ideological, reflecting the interests and values of the person or 
people making these kinds of choices.” No decisions can ever be entirely neutral in 
this view.
Today in positivism, it is generally accepted that human observation and 
perceptions do not provide pure and direct facts about the world, and the point of 
debate is rather to what extent research can move towards objective knowledge or 
truth about the world. However, there remains a fundamental claim central to 
positivism, which is the idea that the development of knowledge requires the 
collection and analysis of data (Lyons & Coyle, 2007). It is closely related to 
quantitative and hypothesis-testing methods. Such methods are criticised as 
potentially neglecting the social and cultural construction of the variables which they 
seek to correlate (Silverman, 1993).
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Interpretivism, which is often considered as an alternative to the positivism 
is not free from critics either. The main criticism of interpretive research is that 
researchers can never be entirely sure that they have acquired the ‘world view’ of the 
people they study. Moreover, they can never be absolutely sure if they give right and 
valid interpretation to the meaning they encounter during the research, due to the 
inseparability of the researcher from the researched. The difficulty here lies in that it 
is possible to be too subjective. It is possible to give too much meaning in the process 
of seeking to interpret people’s behaviour, or even grant meanings that do not exist 
(Clark et a l, 1998).
The research paradigms discussed above are directly linked with the 
methods that are used to collect data. As briefly mentioned earlier, each paradigm 
has its own generally agreed methods. The positivist philosophy is usually associated 
with quantitative research and the interpretivist philosophy is usually associated with 
qualitative research (Altinay & Paraskevas, 2008). In addition to that, the pragmatist 
approach suggests that adopting mixed methods, both quantitative and qualitative, 
can be highly possible and appropriate within one study (Saunders et al., 2007).
The quantitative approaches to research involve statistical analysis, to draw 
conclusions or test hypotheses, generally depending on numerical evidence (Veal,
2006). By quantifying the relationships between variables using statistical methods, 
such as relative frequencies and difference between means, quantitative research 
aims to determine how one thing affects another in a population (Altinay & 
Paraskevas, 2008). To improve the reliability of the results, large numbers of 
respondents are used in collecting data (Veal, 2006). Walle (1997) argued that the
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quantitative approach is the rigorous scientific method, while the qualitative 
approach is less rigorous and employs more flexible tools of investigation. While the 
quantitative approach employs measurement with the data in the form of numbers 
(Bryman, 2001), a qualitative approach to research is usually not concerned with 
numbers or presentable in a numerical manner (Veal, 2006). Qualitative research 
views culture and people in their own terms (Finn et al., 2000), which can be referred 
as words (Silverman, 1993). Qualitative research focuses on advancement of 
understanding of the context in which phenomena and behaviours occur (Altinaty & 
Paraskevas, 2008). The different features between qualitative and quantitative 
research are described in Table 4.3.
Table 4.3 Perceived features of quantitative and qualitative research
Feature Quantitative Research Qualitative Research
Basic characteristic -Objective 
-Hard & Fixed
-Subjective 
-Soft & flexible
Epistemological
orientation
-Natural Science model, in 
particular positivism
-Interpretivism
Principal orientation to 
the role of theory in 
relation to research
-Deductive; testing o f  theory -Inductive; generation o f  theory
Research goals -Validation o f  facts, estim ating 
relationships, predictions
-D iscovery and identification o f  
new  ideas, thoughts, feelings, 
prelim inary insights
Type of questions -M ostly structured -Open-ended, sem i-structured, 
deep probing
Representativeness -Large samples, norm ally good 
representation o f  target group
-Small samples, lim ited to the 
sample respondents
Generalizability of Results -Usually very good; inference 
about facts, estim ates o f  
relationship
-Very lim ited; usually 
prelim inary insights and 
understanding
Source: Adapted from Silverman (2000); Bryman (2001); Henderson (1990); Hair et al. 
(2000)
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As seen in Table 4.3, quantitative and qualitative research methods have quite 
different features. Quantitative research focuses on structured techniques to collect 
data, such as questionnaires and experiment, qualitative research, on the other hand, 
uses more flexible and less structured methods such as in-depth interview and 
participant observation (Silverman, 2000).
However, the different features of quantitative and qualitative research are 
not always as straightforward as Table 4.3 in practice (Bryman, 2001). Finn et al.
(2000) maintained that the differences between two researches should not be 
regarded as clear-cut distinction. Also, it does not imply that a quantitative approach 
is invariably used by a positivist, and a qualitative approach is used by an 
interpretivist. Silverman (2000) also asserted that the clear differences between 
quantitative and qualitative research have become less distinguishable.
Traditionally, researchers have made a forced choice between the positivist 
stance of research associated with quantitative methods and the interpretivist stance 
associated with qualitative ones (Doyle et al., 2009). However, there are also 
researchers who argue that choosing between one position and the other is somewhat 
unrealistic in practice. This is the position of the pragmatists. This emergence of new 
paradigm, namely pragmatism, is possible as both qualitative and quantitative 
researchers agreed on several philosophical points, for example, what appears 
reasonable can vary across persons, the same experimental data can be explained by 
different theories, empirical evidence does not provide conclusive proof, and
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attitudes, beliefs, and values of the researchers influence their findings, so that fully 
objective and value-free research is a myth (Johnson & Onwuegbuzie, 2004).
Pragmatists contend that quantitative versus qualitative debates gave rise to 
the illusion that the two approaches are mutually exclusive, but competition between 
two paradigms is not helpful (Sandelowski, 2003), and it would rather be better to 
focus on ways in which those two paradigms can be usefully combined (Niaz, 2008). 
They further argued that the most important determinant of research philosophy is 
the research question, not the view of a researcher, since one approach can be better 
than the other approach in answering particular questions (Saunders et al., 2007). 
Tashakkori and Teddlie (1998) also suggested that it is more appropriate to think of 
the research philosophy adopted as a continuum, rather than think of them as 
opposite to each other. They argued that it is pointless to debate over such concepts 
as truth and reality according to each research philosophy, and the most important 
thing is study what researchers are interested in and think valuable, through the 
different ways deemed as appropriate, and use the results in ways that can bring 
positive consequences.
In light of this, pragmatism has been regarded as the foundation of mixed 
methods research. Pragmatists believe that the field of mixed methods research will 
move beyond quantitative versus qualitative debates and will instead focus on the 
usefulness of both paradigms by identifying how these two approaches can be 
combined together in a single study to maximise the strengths and minimise the 
limitations of each other, which will provide the best chance of answering the 
research questions (Johnson & Onwuegbuzie, 2004).
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Pragmatism is particularly relevant to the context of this study, due to the 
practical needs and the nature of this study into people’s motivation. People’s 
motivation cannot be explained with a single approach and needs to embrace wide 
array of explanations and theories for human behaviour, which is related to 
pragmatists’ approach which advocates philosophical and methodological pluralism 
and denies a one, true, overarching theory to explain everything (Hastinigs, 2002). 
Especially in the field of hospitality and tourism, it is suggested that a single 
disciplinary perspective is not adequate due to the complexity of social interaction in 
hospitality phenomena (Morrison, 2002).
Furthermore, considering the lack of research on customers’ motivation for 
visiting ethnic restaurants and its common motivational factors with travel 
motivation, first, this study aimed to explore motivational factors visiting ethnic 
restaurants, and how it is related to travel motivation and tourism. Then this study 
examined how experiences of ethnic restaurants influence attitude and travel 
intention to the origin country of the restaurants. Accordingly, qualitative approach is 
appropriate for more detailed analysis in the first stage of the study for exploration of 
the motivations. On the contrary, quantitative approach is more suitable for the next 
stage, which is to test how ethnic restaurant experiences influence on the attitudes 
and intention to travel in TPB model. Therefore, pragmatism approach is most 
suitable for this study for it allows the combination of appropriate methodologies and 
methods to answer the different research questions and objectives that cannot be 
answered in a single approach (Creswell & Plano Clark, 2007). Above all, by using 
a combination of research approaches, it provides a more complete and
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comprehensive picture of the study phenomenon and allows for greater validity 
(Greene et al, 1989).
4.3 Research design
A two-stage mixed-method design was adopted for this current study. 
Reviewing previous research, many of the studies regarding people’s motivation 
used a mixed method design, which includes both qualitative and quantitative 
approaches. In their research to explore senior citizens’ motivation for dining out. 
Sun and Morrison (2007) adopted both qualitative and quantitative methods. To elicit 
motivation attributes, they used telephone interviews with thirty senior citizens. 
Based on an extensive literature review and the in-depth interviews, they extracted 
six dining out motivational items and developed a questionnaire. Nijte et al. (2008) 
also used both qualitative and quantitative methods to determine non-food 
motivational attributes for fine dining. Since there was very scarce of literature on 
fine dining restaurants, interviews were conducted for exploratory study purposes 
(Nijte et al., 2008). Based on the interviews, five attributes were identified and 
hypotheses were developed, and a questionnaire used to examine the prioritization of 
those five restaurant selection attributes. Not only in studies of restaurant choice 
motivation, but also in the study of tourist motivations, many studies have used both 
quantitative and qualitative methods. To determine tourists’ motivation to visit the 
disaster-hit beach resort of Phuket, Rittichainuwat (2007) adopted a mixed-method 
approach. During the first stage of the qualitative approach, in-depth interviews with 
open-ended questions were conducted, to gain insight into tourists’ motivation for 
visiting Phuket after the tsunami. Based on this interview, a self-administered
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questionnaire was developed. To determine tourists’ motivation for visiting Hong 
Kong, Hsu et al. (2010) also used both qualitative and quantitative methods. They 
developed the quantitative measures of motivation based on focus group interviews 
and literature review, and generated thirty eight items.
Clark et al. (1998) stated that starting with a qualitative study and basing a 
quantitative approach on ideas coming from the qualitative data is often the case. By 
starting with qualitative research, a researcher can add totally new dimensions to an 
issue or question under study (Clark et al., 1998), as well as get a feel for the key 
issues at an exploratory stage. By then following a quantitative approach using a 
questionnaire to collect descriptive or explanatory data, a researcher could gain 
confidence that he or she is investigating an important issue (Saunders et al., 2007). 
Therefore, in this study, a mixed-method approach was used. Qualitative methods 
was used to gain the insight into people’s motivation to visit ethnic restaurants and 
tourists’ motivation, as this has not been fully explored yet. A quantitative approach 
was then employed, based on the findings of initial qualitative approach and previous 
literature. Figure 4.1 shows the overall research plan.
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mixed methods 
approach
Findings & 
Literature Review
Literature review for 
background of the 
research
1st stage: Interview 
(Grounded theory 
approach)
Findings
2nd stage; 
Quantitative approach
Empirical verification
Findings and Conclusion
Figure 4.1 Overall research plan
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4.4 The first stage: Qualitative phase
4.4.1 Grounded theory approach
Current research adopted the grounded theory approach with the purpose of 
conceptualising people’s motivations underlying their visiting ethnic restaurants and 
travel. Grounded theory approach seemed suitable for current research for several 
reasons. First, previous research regarding people’s motivation for visiting ethnic 
restaurants is sparse, so the purpose for the first study is not confirming or testing of 
a theory but rather building a conceptual model for the second survey. Grounded 
theory is particularly helpfiil for research to explain behaviour, emphasising on 
developing and building theory (Saunders et al., 2007). Second, a grounded theory 
approach was used because the researchers came without preconception or 
hypotheses about what they would find. This does not mean that the grounded theory 
approach embarks on a study without any theoretical background. Researchers start 
with a competent level of knowledge of the area with a defined purpose, but also 
with the realisation that this purpose may become modified or even altered during the 
research process since new theoretical positions or understandings may emerge 
through data analysis (Gray, 2009). Third, unlike the quantitative methods in which 
data reliability puts emphasis on samples size, grounded theory centres on depth and 
quality of the data. Strauss and Corbin (1998) stated that the aim of grounded theory 
is not to generalise findings but to establish concepts, dimensions and variations, 
which is the purpose of the current study. The purpose of the first stage of the 
research is not to generalise findings to broader population, but to gain the insight
100
Seo Yeon Jang____________ _______________________________________ CHAPTER 4 METHODOLOGY
into people’s motivation in their own words, and to put conceptual labels and 
interpretation to the data.
Previous studies pointed out that a researcher does not begin with a 
preconceived theory in mind (Glaser & Strauss, 1967; Strauss & Corbin, 1990). In 
other words, a literature review must be performed to find background knowledge of 
the subject, and the research is carried out building on the findings of the literature 
research, based on the theory derived fi*om these data. It is because that the data 
collected in the process of grounded theory approach generates theories, rather than 
becoming consequences of theories (Glaser & Strauss, 1967; Strauss & Corbin, 
1990).
Grounded theory is often used when there is no current working theory 
which can be applied appropriately (Glaser & Strauss, 1967). ). Grounded theory is a 
term used to describe any type of social theory that is built up from naturalistic 
observation, including interviews (Charmaz, 2006). Glaser and Strauss (1967) invited 
researchers to use grounded theory strategies flexibly in their own way in their 
original statement of the method, and there are many ways conducting research using 
the grounded theory approach, since it is set of principle and practices rather than 
prescriptions or packages. There has been controversy regarding how to use the 
grounded theory approach, but the main underpinning of the approach is that the data 
collected are not the consequence of theories but are used to generate theories and 
understanding of a phenomenon. Theories come from the language in context and 
ideas produced by those being studied and it could be more real and revealing (Clark
et al., 1998; Charmaz, 2006; Gray, 2009; Saunders et al., 2007). Glaser (1992)
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asserted that it is a method of diseovery and examining process, making the study of 
action central, creating abstract interpretive understandings of the data. Also, 
grounded theory methods can complement other approaches to qualitative data 
analysis, rather than stand in opposition to them (Charmaz, 2006).
Grounded theory is recognised as a qualitative research method of enabling 
the systematic discovery of theory from the data of social research (Charmaz, 2006; 
Strauss & Corbin, 1990). In addition, Martin & Turner (1986; 141) defined grounded 
theory as an “inductive theory discovery methodology that allows the researcher to 
develop a theoretical account of the general features of the topic while 
simultaneously grounding the account in empirical observations of data”. Grounded 
theory, thus, can be seen as a set of well-developed constructs, which are 
systematieally interrelated through data of relationship, to outline a coneeptual 
structure that identifies a phenomenon where either theory had previously not existed 
or where the theory is judged to be inadequate (Charmaz, 2006; Martin & Turner, 
1986; Strauss & Corbin, 1990). Thus, this method has gained considerable popularity 
in the social sciences, and it has been broadly used to design qualitative research in 
the discipline, utilised in one form or another across a wide range of problem areas 
and practice settings. In order to explain a phenomenon, data must be collected and 
analyses and the theory for a phenomenon which is relevant and questionable for 
those involved emerge. A grounded theory is driven by the link between data 
eollection and data analysis through the use of inductive analysis (Charmaz, 2006; 
Martin & Turner, 1986; Strauss & Corbin, 1990).
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4.4.2 Data collection method: Semi-structured interviews
Grounded theory is built up from naturalistic observation, which includes 
certain types of interview (Clark et al., 1998). The current study employed grounded 
theory approach with the data collected from semi-structured interview. The content 
of the interviews was digitally recorded, with the consent of the participants, and the 
researcher took a note about gestures and facial expressions. Digital recordings of the 
interviews were transcribed verbatim into text for data analysis.
A semi-structured, in-depth interview was employed, such that specific 
topics could be covered, but more probing was used to seek clarification (Bryman, 
2001). This method has more latitude for the interviewee in how to reply than a 
structured interview (Finn et al., 2000), and reduces the risk of unstructured 
interview which can fail to obtain appropriate data for the purpose of the study by 
delimiting the issues or themes to be taken up in the interview (Sekaran, 2003). 
Semi-structured interview is usually used to find out what is happening, to seek new 
insights, identify general patterns, and understand the relationships between variables 
(Altinaty & Paraskevas, 2008). The interview was conducted with key issues and 
questions derived from related previous research, with more freedom in terms of 
sequencing questions and modifying them aceording to the flow of conversation. The 
researcher followed up interesting and important issues that came up during the 
interview, which is necessary to sense interviewee’s motivation (Smith & Eatough,
2007). Interviewees were encouraged to express themselves freely in their own 
words, which allows deeper description and indigenous meaning (Prentice & 
Anderson, 2003). Semi-structured in-depth interviews are suitable for understanding
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the deeper self, thoughts, feelings, and making sense of the world from the 
respondent’s point of view (Marvasti, 2004). Hence, this method is useful in 
exploring “what”, “how” and, most importantly, “why” people choose to do certain 
things (Lo & Lee, 2011), which is appropriate to the purpose of this research. In 
addition, to help the researcher to gain access into the hidden perceptions of one’s 
subjects, this method has the potential to reveal multiple, and sometimes conflicting 
attitudes about a given topic by probing the interviewee’s inner and hidden feelings 
(Marvasti, 2004).
The purposes of interviews are as follows:
1. To explore the key motivational factors related to visiting ethnic 
restaurants.
2. To investigate common motivational factors for visiting ethnic restaurants 
and for travel and to explore the relationships between ethnic restaurant 
experience and tourism
3. To obtain insight into the experiences and motivations of the interviewees 
in their own words.
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4.4.3 Analysing process
In terms of data analysis in grounded theory, grounded theory is regarded as 
a process of constant comparative analysis. Therefore, the analyst returns constantly 
to data sources, to confirm perspectives of the emerging interpretation and to obtain 
new data, as and where appropriate (Heath & Cowley, 2004; Strauss & Corbin, 1990) 
(See Figure 4.2).
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Writing 
the first draft o f analysis
Integrating memos 
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further refining of concepts & 
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theoretical concepts
Theoretical sampling to 
seek specific new data if 
needed
Advanced memos 
refining conceptual 
categories
Data collection: 
Focused coding
Initial memos raising codes 
to tentative categories
Re-examination 
of earlier data
Initial coding 
data collection
Research problem and 
opening research questions
Source: Charmaz (2006)
Figure 4.2 The grounded theory process
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Open coding is used to describe each singular bit of data and create large, 
abstract categories that describe components of the phenomena at the stage of the 
writing of theoretical memos. According to Glaser (1978), the writing of theoretical 
memos can be viewed as a continuous process of comparison and conceptualisation, 
capturing the thoughts of analysts, since memos are “the theorizing write up of ideas 
about codes and their relationships as they strike the analyst while coding” (Glaser, 
1978: 83).
At the next stage, theoretical codes emerge from open coding and theoretical 
memos (Charmaz, 2006; Strauss & Corbin, 1990). The grounded integration of 
concepts is a flexible activity that provides broad approaches and new phenomena. 
The concept of flexibility implies theoretical sensitivity to a number of possible 
coding paradigms, or coding families, consciously avoiding over-focusing on one 
possible explanation.
The emergence of a pattern refers to ‘reconstructing theory in grounded 
theory studies’, leading a researcher to reassess what theory means (Charmaz, 2006). 
Thus, some theories, which act as a guide for further data collection and analysis 
may be delimited in this stage, and then the research could focus on one of the 
several basic social processes that are present in the data (Glaser & Strauss, 1967). In 
this step, even though the coding is systematic, additional sampling to obtain 
selective data and returning to gather further data may occur as needed to test the 
validity of the theory and make adjustments as needed.
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The existing literature plays an important role in the final stage in the 
process, because the researcher needs to obtain knowledge on grounded concepts. 
The literature is thus reviewed as a source of more data to be compared with existing 
grounded data.
4.4.4 Sampling procedure
By considering only data from subgroups, not from a whole population and 
all possible cases, sampling enables researchers to reduce the amount of data that 
they need to collect (Saunders et al., 2007; Clark et al., 1998). There are no fixed 
rules on right sample size in qualitative research, and sample size depends on the 
purpose of the research, and what the researcher wants to know, as well as practical 
issues such as what can be done when there are time and resource constraints, and 
practicality for researchers in the period of research (Patton, 2000; Clark et al., 1998). 
In qualitative research, especially, it is said that the sample number is not the main 
concern (Lyons & Coyle, 2007) but the ability of that sample to inform the research 
questions (Mason, 2003). Some researchers recommended continuing to collect data 
until data saturation is reached (Saunders et al., 2007).
It is claimed that the purpose of qualitative research is not for generalisation, 
therefore, rigorous sampling does not have as much meaning as in quantitative 
research (Clark et al., 1998; Mason, 2003). The validity of data collection in 
qualitative research derives more from analysis skills than the sample size of those 
interviewed (Patton, 2000). According to this perspective, researchers adopting a
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qualitative approach, especially an interview format in the case of information rich 
cases, for their research (Patton, 2000). In-depth information from a small number of 
respondents can be valuable, since it is assumed that every person’s opinion of the 
world is valid and that the sum of these views portrays a reasonably complete picture 
of the social world (Marvasti, 2004). Having this in mind, non-probability sampling 
is chosen which is suitable for in-depth study that focuses on a small sample or cases 
selected for a particular purpose, so that they provide the researcher with an 
information-rich case study in exploring the research question (Saunders et al., 2007).
The qualitative phase of the current research was composed of two stages, 
first regarding ethnic restaurant choice motivation and second, regarding travel 
motivation in order to compare both motivations and find common motivational 
factors. In the first stage, semi-structured face to face interviews with British 
customers who had been to Asian ethnic restaurants (Thai, Japanese, Chinese, and 
Korean) in the UK were held to explore key motivational factors related to visiting 
ethnic restaurants. Among non-probability sampling methods, in the first stage, 
participants were recruited using snowball sampling, which is special non-probability 
method. It is designed to identify people with particular skills, knowledge or 
characteristics and is used when there are rare desired sample characteristics 
(Breakwell et al., 2000). Initial interviewees were recruited among acquaintances of 
the researcher, others were recruited through local churches and the University of the 
Third Age. Other interviewees were introduced to the researcher by the interviewees, 
who had already done the interview. The first phase of interviews was conducted 
until data saturation was reached.
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The second stage interviews, semi-structured face to face interviews with 
British tourists who were travelling in South Korea, were conducted to investigate 
motivational factors related to travelling to South Korea. Among non-probability 
sampling methods, convenience sampling was adopted, which refers to a sample that 
is available to the researcher by virtue of its accessibility, especially when there is a 
time constraint for the research (Saunders et al., 2007; Sarantakos, 1998) which is the 
case for this research. Although respondents cannot be representative of the whole 
population, as stated above in qualitative research, especially when in-depth 
interview is employed, representativeness is not significant in the research 
(Sarantakos, 1998). Interviewees were recruited at several tourist sites and city 
centres, such as Gyeongbok Palace, Gyeonghee Palace, Deoksoo Palace, Seoul 
National Folk Museum, and Insa-dong, Jongro, Gwanghwamun and Myeong-dong 
area. The target sample size was determined when data saturation was reached.
4.4.5 Interview procedure
Based on the background knowledge derived fi*om literature review and 
previous study, interview protocols for both interviews were developed to guide the 
interviews. Figure 4.3 shows the process of the interviews. Since the nature of 
interview was semi-structured, the interviews were conducted with key questions, 
with more freedom in terms of sequencing questions and modifying them according 
to the flow of conversation, to check if there is anything missing. After each 
interview, the researcher evaluated the contents of the interview and the evaluation 
was reflected in the next interview. Interviewees were provided with the information 
regarding interview, such as their right to withdraw interview at any time and
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purpose of the interview. Then, consents of the interviewees to take part in the 
interviews were asked. The content of the interview including consent of the 
interviewee’s participation in interview was digitally recorded with the consent of 
participants, and the notes about gestures and facial expressions of interviewees were 
taken by the researcher.
Interview 1 
(Ethnic Restaurants Motivation)
Interview 2 
(Travel Motivation)
Literature Review
Main Interview (in the U.K.)
Developing Interview Guide
Background for Interview 
Derived
Literature Review
Pilot Study
Developing Interview Guide
Main Interview (in KOREA)
Pilot Study
Background for Interview 
Derived
Figure 4.3 Procedure of the interviews
The first interview regarding ethnic restaurant choice motives comprised four 
sections (see Appendix 2). The first section related to interviewee’s recent ethnic 
restaurant experiences (e.g. ‘When did you recently eat out in Thai, Japanese, 
Chinese or Korean restaurant?’ and ‘Why did you choose this restaurant?’). While 
the first section asked about overall experiences of ethnic restaurants, the second 
section focused more on questions about ethnic food itself (e.g. ‘What was
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pleasurable about tasting ethnic food in the restaurant?’ and ‘What words best 
describe your feeling when you tasted ethnic food in an ethnic restaurant?’). The 
third section specifically focused on experience of Korean restaurants. First, the 
interviewees were asked if they had been to Korean restaurants, then according to 
their answer, different sets of questions were asked. If the interviewee had been to 
Korean restaurants, questions about the reason and overall experiences of Korean 
restaurants were asked (e.g. ‘Why did you choose to go to Korean restaurant?’ and 
‘What do you like about Korean restaurant?’). On the other hand, if the interviewee 
had not been to any Korean restaurants, the reason they had not been to Korean 
restaurants and their expectation about Korean restaurants were explored (e.g. ‘Is 
there any reason you did not go to Korean restaurant’ and ‘What do you expect if 
you go to Korean restaurant?’), and pictures of Korean food were shown to elicit 
feelings or opinions about Korean food (e.g. ‘After you saw these pictures, what do 
you think or feel about Korean food?’). The last section focused on demographic 
backgrounds such as gender, age, marital status, education occupation. Pilot 
interviews were carried out with five acquaintances. Following the pilot study, an 
ending question such as “Is there anything else you want to talk more about your 
overall ethnic restaurant experiences?” was added, since some interviewees wanted 
to express more about their ethnic restaurant experiences, rather than just recent 
experience, regardless of the theme of interview questions, such data could also be 
valuable. The first interviews were held in the UK from 6^  ^of March to 29* of March, 
2011 with eighteen UK interviewees, and each interview took from 20 minutes to 50 
minutes depending on each interviewee’s situation and length of the story. In most of 
the cases, the appointments for interviews were made through e-mails or texts, and 
then the researcher met interviewees. The interviews were carried out in the
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researcher’s office, lecture rooms in the University of Surrey, church halls, common 
room of the University of the Third Age, or interviewees’ offices or houses 
depending on interviewees’ convenience.
The interview protocol for those travelling in South Korea consisted of nine 
questions (See Appendix 3). First, the question whether the trip the interviewee was 
having in South Korea was purely pleasure trip or not was asked, to filter out the 
other purpose tourists such those on as business trips. Since the purpose of the 
interviews were 1) to identify motivational factors to travel to South Korea for 
leisure purpose, 2) to find a common motivational factors for going to ethnic 
restaurants and travelling, and 3) to explore if previous experiences of Korean food 
or Korean restaurants had any influence on choosing South Korea as travel 
destination, business trip travellers were excluded in these interviews. Interviewees 
were asked about their travel party, and the reason to visit, and what their expectation 
was, and what they were enjoying most while visiting South Korea, to see their 
motivational factors to visit South Korea (e.g. ‘Why did/do you choose to visit South 
Korea for your travel destination’ and ‘What are some of the things that encouraged 
you to come to South Korea? ’). To identify their satisfaction and how visiting South 
Korea affected the interviewees, questions such as ‘What do you think will be your 
memories of your visit to South Korea after this trip is over?’ and ‘How will this trip 
influence you after you go back to the UK?’ were asked. To examine the influence 
of interviewee’s previous travel experiences and travel patterns, questions regarding 
previous and fiiture travel destinations were also asked, (e.g. ‘Where have you been 
for your vacations before South Korea?’ and ‘where would be your next travel 
destination?’). At the end of the interview, interviewees were encouraged to talk
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about anything they wanted to about their trip. Three pilot interviews were conducted, 
and since no significant issue arose on the interview guide, main interviews were 
carried out in South Korea from 26^  ^ of April to 14* of May, 2011 with twelve UK 
tourists travelling in South Korea. Interviews ranged in duration between 20 to 70 
minutes depending on interviewees’ situation, and when the interviewees involved 
more than one person. In cases where people were travelling together and all of them 
were willing to participate in the interview, the interview took longer. The researcher 
approached to tourists at tourist sites and city centre and asked if their nationality is 
British. Interviews were carried out right after interviewees consented to take part in 
the interviews. Interviewees were asked to move to coffee/tea shops near the sites 
they were recruited, or the interviews were carried out at the site in the case it had 
quiet place such as gardens or visitor rest area according to interviewees’ preference.
4.5 Quantitative phase
The purpose of the second stage of study was to evaluate the motivational 
factors empirically, based on the findings fi"om the first stage of the study. It 
investigated the influence of Korean restaurant experiences on travel intention to 
South Korea using the theory of planned behaviour. Whilst the qualitative phase of 
this study allowed the researcher to explore and identify motivational factors leading 
to visiting ethnic restaurants, which had not previously been clearly established, the 
quantitative stage of this study allowed the researcher to test the relationships 
between variables and to make generalisations (Gray, 2009).
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4.5.1 Questionnaire development
The questionnaire was divided into two parts. Table 4.4 shows the 
composition of the questionnaire.
Table 4.4 Composition of questionnaire
Part A
PartB
(Theory of Planned Behaviour)
1.General restaurant choice attributes
2. Common motivational factors
(between ethnic restaurant visit 
motivation and travel motivation)
3. Social environment
4. Food neophobia
1. Attitude toward the behaviour
(Behavioural beliefs)
2. Subjective norm
(Normative beliefs)
3. Perceived behavioural control
(Control beliefs)
4. Intention to visit the country
In part A, items for the measurement of factors influencing visits to ethnic 
restaurants were generated. The questionnaire was developed and designed 
considering that well-defined constructs are important in generating appropriate 
items and establishing research hypotheses measurement for validation purpose 
(Devellis, 2003). Items were carefully selected based on the findings derived from 
the two stages of interviews and previous measurement instruments already 
developed through other empirical studies, including the FCQ (Steptoe et al., 1995) 
and food neophobia scale (FNS); (Pliner & Hobden, 1992). The first section of part 
A contained questions about general restaurant choice attributes (consisting of both
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food-related attributes including modified items fi*om FCQ and non food-related 
attributes such as service, hygiene factors and price). The second section was about 
common motivational factors related to visiting ethnic restaurants and travel 
motivation, which were unique factors identified in the qualitative phase of the study.
The two stages of interviews identified five common motivational factors 
between visiting ethnic restaurants and travel, namely, ‘change or escape from daily 
routine’ and ‘to experience something different or new’, ‘to experience and leam 
another culture’, ‘curiosity and desire to explore the unknown’, and ‘togetherness’. 
Ethnic restaurant choice motivation can also be influenced by factors such as social 
environment and travel experiences. For example, results indicated that if a person is 
living in a big city or working in a multicultural company, it affects the person’s 
tendency to visit ethnic restaurants. Also, if a person had travel experiences, it 
affected their ethnic restaurant experiences. Thus, the third section of part A of the 
questionnaire contained questions about respondents’ social environment and 
previous travel experiences. The findings from qualitative phase, leading to inclusion 
of these items are consistent with relevant literature, as summarised in Table 4.5.
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Table 4.5 Findings from interview and relevant previous study
Factors identified from interviews Relevant literature
Change/escape from daily routine
Warde & Martens(2000), MacCannell(1977), 
Krippendorf (1987), Iso-Ahola (1982), 
Kozak (2002), Hsu et al. (2009)
To experience something different or 
new
Warde &Martens (2000), Roseman (2006), 
Morrison (2007), Iso-Ahola (1982), 
McIntosh & Goeldner (1990), Crompton 
(1979), Yuan & McDonald (1990), Kim & 
Prideaux (2005), Kim & Lee (2000)
To experience and leam another culture
Sukalakamala & Boyce (2006), Jang (2010), 
Warde &Martens (2000), Van der Berghe 
(1984), Wright et al. (2000) Sukalakamala & 
Boyce (2007), Nieolau & Mas (2006), 
Hjalager (2002), Kay (2009), Lynch et al. 
(2011), MacCannell (1977), Walsh (1991), 
Wall & Mathieson (2006), Goodal (1988), 
Kozak (2002)
Curiosity and desire to explore unknown Warde (1997), Rozin & Rozin (2005), 
Anderson (1970), Mayo & Jarvis (1981)
Togetherness Moschis et al. (2003), Auty (1992), Correia 
et al. (2007)
Social environment
Warde & Martens (2000), Pliner & Hobden 
(1992), Tuorila et al. (2001), Flight et al. 
(2003)
Travel experiences Lupton (2005), Heldke (2005), Ha & Jang 
(2010a), Lee et al. (2009), Ha & Jang (2010)
In the next section, respondents’ food neophobia was measured using the 
food neophobia scale (FNS) developed by Pliner and Hobden (1992), to measure a 
person’s avoidance of novel cuisines. Response categories, based on 7-point Likert 
scale, ranging from l=strongly disagree to 7=strongly agree were adopted to measure 
the items in the FNS, as described by Pliner and Hobden (1992). Table 4.6 shows the 
ten items in the FNS.
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Table 4.6 Items In the Food Neophobia Scale
Food Neophobia Scale
1 .1 am constantly sampling new and different foods.
2 .1 don’t trust new foods.
3. If I don’t know what is in a food, I won’t try it.
4 .1 like food from different countries.
5. Ethnic food looks too weird to eat.
6. At dinner parties, I will try a new food.
7 .1 am afraid to eat things I have never had before.
8 .1 am very particular about the foods I will eat.
9 .1 will eat almost anything.
10.1 like to try new ethnic restaurants.
Source: Pliner and Hobden (1992)
The second part of the questionnaire measured respondent’s intention to visit 
the origin country of the restaurants. South Korea in this case. In this section, the 
TPB model was applied to measure intention to visit South Korea. This section was 
composed of four parts, measuring 1) behavioural beliefs, which produce a 
favourable or unfavourable attitude toward the behaviour, 2) normative beliefs, 
which are related to subjective norm, 3) control beliefs which give rise to perceived 
behavioural control, and 4) intention, which is formed by those three dimensions 
(attitude, subjective norm and perceived behavioural control), and leads to actual 
behaviour (Ajzen, 1985).
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For inclusion in the instrument, it is necessary to identify specific beliefs and 
referents (Ajzen, 1988) regarding travel to South Korea, which can be deemed as a 
“distant,” “exotic” and “not-so-popular” travel destination for British people. 
Therefore, an elicitation survey was carried out to aid in development of part B of the 
questionnaire, including wording of the items. In the elicitation survey, respondents’ 
behavioural and normative beliefs, and control beliefs were established using an 
open-ended questionnaire, as described by Ajzen (2002). The elicitation 
questionnaire consisted of nine questions. The first three questions dealt with the 
behavioural beliefs about visiting South Korea using three questions, ‘what do you 
believe are the advantages of your visiting South Korea?’, ‘What do you believe are 
the disadvantages of your visiting South Korea?’ and ‘Is there anything else you 
associate with your visiting South Korea?’. To establish the items related to 
normative beliefs, three questions asked, ‘Are there any individuals or groups who 
would approve of your visiting South Korea?’, ‘Are there any individuals or groups 
who would disapprove of your visiting South Korea?’ and ‘Are there any other 
individuals or groups who would disapprove of your visiting South Korea?’ For 
control beliefs, part, the participants were asked three questions, ‘What factors or 
circumstances would enable you to visit South Korea?’ ‘What factors or 
circumstances would make it difficult or impossible for you to visit South Korea?’ 
and ‘Are there any other issues that come to mind when you think about the 
difficulty of visiting South Korea?’ (Appendix 5).
The sample for the elicitation questionnaire was recruited using snowball 
sampling methods, and also the questionnaire was administered as an online survey. 
Both people who had been to a Korean restaurant and those who had not been were
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recruited to allow comparison of differences in perception between the two groups. 
People who had been to South Korea were excluded, since the objective of the 
survey is to establish the influence of the restaurant experience on intention to visit, 
and previous travel experience to South Korea could also affect intention to revisit 
the country. Among seventeen respondents, nine respondents had eaten at Korean 
restaurants and the rest had not.
Based on the results from the elicitation survey, previous findings and the 
literature, the questionnaire for the main study was constructed. Five items were 
developed for the behavioural belief section (See table 4.7).
Table 4.7 Items for behavioural belief measurement
Visiting South Korea would enable me Strongly 
to Disagree Neutral
Strongly
Agree
1. experience different culture 1 2 3 4 5 6 7
2. explore Korean food 1 2 3 4 5 6 7
3. experience different lifestyles 1 2 3 4 5 6 7
4. visit some cultural and historical 
attractions 1 2 3 4 5 6 7
5. have new (travelling) experiences 1 2 3 4 .5 6 7
Culture, food, lifestyle, historical attractions and new experiences were 
included, based on the frequency of the attributes stated by respondents. Since the 
responses about disadvantages of visiting South Korea were similar to the constraints 
of visiting South Korea (control beliefs), such as cost, distance and language, these 
items were used in questions regarding perceived behavioural control. In addition to 
these three items, time to travel, information about South Korea and the political
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situation were identified as control beliefs for perceived behavioural control (See 
table 4.8).
Table 4.8 Items for control belief measurement
Visiting South Korea is difficult for me Strongly
because Disagree Neutral
Strongly
Agree
1. The travel cost is expensive 1 2 3 4 5 6 7
2. I don’t know the (Korean) language 1 2 3 4 5 6 7
3. South Korea is very far away to visit 1 2 3 4 5 6 7
4. I do not have enough time to travel 1 2 3 4 5 6 7
5. I do not have enough information about 
South Korea (e.g. Magazines, TV 
programs etc.)
1 2 3 4 5 6 7
6. I am concerned about the political 
situation in South Korea 1 2 3 4 5 6 7
Regarding normative beliefs, three salient social referents were identified, 
which are family, fiiends and colleagues. Table 4.9 shows the sample questions for 
subjective norm section.
Table 4.9 Items for normative belief measurement
The following people would approve or disapprove of me travelling to South Korea (N/A; 
There is no applicable person).
Strongly Disapprove Neutral Strongly Approve
Family 1 2 3 4 5 6 7
Friends 1 2 3 4 5 6 7
Colleagues 1 2 3 4 5 6 7 N/A
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Three questions were added to ask intention to visit South Korea as a travel 
destination, which was used as dependent variable in the section B. Table 4.10 
presents items for measuring intention to visit South Korea.
Table 4.10 Questions for asking intention to visit South Korea
Strongly
Disagree
1.1 am willing to visit South Korea as a travel 
destination.
1
Neutral Strongly
Agree
2 .1 plan to visit South Korea for holidays.
Extremely Neutral Extremely
Unlikely Likely
1 2 3 4 5 6 7
3 .1 will make an effort to visit South Korea.
Extremely Neutral Extremely
Unlikely Likely
1 2 3 4 5 6 7
4.5.2 Pre-test of the proposed questionnaire
Hensley (1999) stated that in scale development, the questionnaire with the 
generated items should be reviewed by experts in related fields. Questionnaire pre­
testing with twelve people was carried out after questionnaire development to 
examine potential problems, such as missing questions, vague or ambiguous 
questions and misunderstood questions, as well as to establish face and content 
validity (Hensley 1999,; Devellis, 2003). Eight of the pre-test participants selected
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were experts in the hospitality and tourism field. The other four participants were 
British people who were not related to the hospitality field (e.g. career consultant and 
housewife). The purpose of the questionnaire was explained to the participants. They 
were asked if there were any unclear meanings in questions, including wording and 
content, as well as to complete the whole questionnaire.
The majority of the participants found the wording and instructions easy to 
follow and understand. A few respondents reported that a couple of items may cause 
confusion and wording adjustments were made accordingly. For example, the first 
filtering question, “Are you British?” was re-worded as “Are you a citizen of the 
United Kingdom?” since the meaning of British might exclude some eligible 
respondents. Additional information regarding the definition of “citizen of the United 
Kingdom” was added in the information sheet. The second filtering question, “Have 
you been to any Chinese, Thai, Japanese or Korean restaurants?” was also re-worded 
as “Have you eaten in at any Chinese, Thai, Japanese and or Korean restaurants in 
the UK?” Also, the motivational item “to increase friendship or kinship” was re­
worded as “to increase friendship or kinship with the people I am going with,” for 
clearer meaning. In addition, the format of the questionnaire was also changed to 
avoid repetition of the same words to explain the questions. On average, it took 
around 10-15 minutes for respondents to finish the questionnaire. However, several 
respondents suggested reducing the number of items in the questionnaire since the 
questionnaire is slightly long, which may affect the response rate. The number of 
items was reviewed based on the data from pilot survey.
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4.5.3 Pilot study
After revision of the questionnaire (See Appendix 6) based on the result from 
pre-testing, a pilot study was carried out to identify potential problems and to test the 
suitability of the instrument. For part A of the questionnaire, which evaluates the 
motivational factors for visiting ethnic restaurants, participants were restricted to 1) 
British people over 18 years of age, 2) those who have eaten in at least one of 
Japanese, Chinese, Thai or Korean restaurants. For part B of the study, which 
measures the intention to visit South Korea, participants who had been to South 
Korea were excluded, since one of the objectives of the study is to evaluate the 
influence of the ethnic restaurant experience on intention, and past experience of the 
behaviour can affect intention (Huang & Hsu, 2009; Shen et al., 2009; Sparks, 2007). 
For the pilot survey, the questionnaire was administered as an online survey on 
several forum websites and Google online communities for UK residents (See Table 
4.11), including from restaurant related webpage (e.g. Yelp) to general entertainment 
related webpage (e.g. Digital Spy), as well as through social networking services 
such Twitter and Facebook. Data collected fi*om the questionnaire survey were 
analysed using Statistical Package for the Social Sciences (SPSS, version 20).
Table 4.11 Lists of the websites
Name Website Address
United Kingdom  (Google com munity) plus.google,com /u/0/com m unities/l 11695614783470479723
Yelp ww w.yelp.eo.uk
TesConnect w w w.tes.eo.uk
D igitalSpy ww w.digitalspy.eo.uk
UKbusinessforum s www.ukbusinessfom m s.eo.uk
Cosmopolitan w w w.cosm opolitan.co.uk
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For scale refinement for section A of the questionnaire, exploratory factor 
analysis (EFA) was used with reliability test using Cronbach’s alpha, to assess the 
reliability of the developed measures. Factor analysis was used to reveal underlying 
patterns or structure among variables in the developed questionnaire and to refine the 
scale. Factor analysis helps to assess the underlying dimensions of the conceptual 
model and to reduce the set of observed variables to a smaller set of variables, to a 
more meaningful, interpretable, and manageable set of factors. It helps to confirm if 
the right variables are loading on each factor by analysing items, so that the 
researcher is able to know if he/she is measuring the concepts correctly (Field, 2005; 
Sekaran, 2003). For section B of the questionnaire, Pearson correlation analysis and 
multiple regression analysis were used to assess the validity of the scale. Pearson 
correlation was performed to assess construct validity, by examining the correlations 
between the factors. It helps the researcher to see how well the results obtained by 
the measurement of the research fit the theories around which the test is designed. 
Then standard multiple regression was used to explore the relationships among a set 
of variables. Standard multiple regression allows entering all the independent 
variables into the model at the same time, and it helps to assess the relationship 
between one dependent variable and multiple independent variables. Reliability of 
the measurement developed was assessed using Cronbach’s alpha, to assess the 
internal consistency, which is a reliability coefficient that indicates how well the 
items in a set are positively correlated to one another (Finn et al., 2000; Sekaran, 
2003).
For section A, factor analysis was carried out to refine the 31 motivational 
items included in the questionnaire. As a general rule of thumb, the required sample
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size for factor analysis is at least five times the number of scale items (Field, 2005). 
However, Tabachnik and Fidell (2007) stated that when solutions have several high 
loading marker variables, smaller sample sizes should be sufficient. Hair et al. (2010) 
suggested that preferably, the sample size should be 100 or larger. Given the above, 
the target sample size for the pilot study with regard to motivational items was set 
ideally around 100 to 155, taking into account the actual situation in sampling 
procedure.
A total of 254 participants attempted to fill the questionnaire between 
December 2012 and February 2013, of which 148 were valid responses for the factor 
analysis on motivational items. The rest of the participants did not complete the 
whole set of questions in section A of the questionnaire. Among the 148 respondents, 
15 respondents did not complete the socio-demographic profile section, although 
they completed all the questions regarding motivational factors. Data from these 
respondents were included in the analysis, since it is pilot study and the importance 
of pilot study is to test and refine the questionnaire to make sure that the data 
collected in main survey will enable the research questions to be answered (Saunders 
et al.,2007). The socio-demographic profile of pilot respondents is summarised in 
Table 4.12.
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Table 4.12 Socio-demographic profiles of the pilot respondents
Demographics Frequency Percentage Demographics Frequency Percentage
Gender Monthly Personal Income
Male 56 42.1% £750 or less 15 11.3%
Female 77 57.9% £751-£1,250 16 12.0%
Total 133 100% £1,251-£2,500 40 30.1%
£2,501-£5,000 44 33.1%
Age £5,001 or more 18 13.5%
18-24 22 16.5% Total 133 100%
25-34 60 45.1%
35-44 22 16.5% Living Arrangements
45-54 15 11.3% Living alone 61 45.9%
55-64 12 9.0% Living alone with dependent child(ren) 3 2.3%
Living in a committed relationship
65+ 2 1.5% with dependent child(ren) 13 9.8%
Living in a committed relationship
Total 133 100% w/o dependent child(ren) 56 42.1%
Total 133 100%
Educational Level Occupation
Seeondary or equivalent 7 5.3% Not-retired 127 95.5%
Post-Secondary/College/
Vocational or equivalent 17 12.8% Retired 6 4.5%
Undergraduate degree 45 33.8% Total 133 100%
Postgraduate degree 63 47.4%
Others 1 0.8%
Total 133 100%
There were more females (57.9%) than males (42.1%) in the sample and the 
majority of them were in the age group of 25-34 years old (45.1%). The majority of 
the respondents were highly educated with undergraduate or postgraduate degree (81. 
2%). The largest group of respondents (33.1%) reported a monthly personal income 
of £2,501-£5,000 (33.1%). Slightly more than half of them were in a committed 
relationship (51.9%), and over one-tenth of the respondents had dependent child(ren) 
(12.1%). Only 4.5 per-cent of the sample were retired. The respondents who were not 
retired, the majority were full-time employed (75.6%).
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4.5.4 Scale refinement-motivational factors
Exploratory factor analysis (EFA) using a principal components extraction 
with varimax rotation was undertaken on 31 motivational items developed based on 
the qualitative stage of the study. EFA was conducted to assess the underlying 
dimensions of the developed scale. Kaiser-Meyer-Olkin measure of sampling 
adequacy (KMO=0.852) and Bartlett’s test of sphericity were measured to assess the 
factorability of the data. Since the KMO value exceeded the recommended value 
of .6 and the Bartlett’s test of sphericity was found significant (p=.000), factorability 
of data is supported and significant inter-correlations exists among all factors (Hair et 
al., 2010; Pallant, 2010). Adopting Kaiser’s criterion, only factors with an eigenvalue 
of 1.0 or more were retained and only items with a factor loading of 0.40 or more 
were included in a factor (Pallant, 2010, Anderson & Gerbing, 1988).
Items that cross-loaded onto more than one factor or did not load onto any 
factor were deleted, since one of the purposes of factor analysis is to refine and 
develop a reliable and parsimonious scale with a smaller number of coherent 
subscales for a better interpretation of the factors (Pallant,2010, Tabachnick & Fidell, 
2007). Based on this, removed items were: “to have food that tastes good”, “to have 
spicy food”, “to have adequate portions of the food”, “to have more authentic ethnic 
dishes”, “to be able to communicate with the staff about menu”, “to eat something 
different from what I normally eat”, and “I have acquaintances from that country”.
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With the remaining 24 items, EFA was repeated, and a total of six factors 
were identified. These six factors explain a total of 70.6 per cent of the variance. The 
results are summarized in Table 4.13.
Table 4.13 Results of the exploratory factor analysis
Factors & Items
Factor
Loading
Mean S.D. Eigen­
value
Cronbach’s
a
Variance
Explained
Factor 1-Food & Place 7.46 0.899 31.094
To dine in restaurants with a
1 pleasant
atmosphere.
0.858 6.13 1.02
2
To dine in a restaurant that provides 
good service.
0.842 6.18 1.05
3 To have food that looks nice. 0.826 5.90 1.15
4 To dine in a clean place. 0.759 6.52 0.94
5
To enjoy food that has a pleasant 
texture.
0.709 6.17 1.05
6 To have food that smells nice. 0.676 6.35 0.91
Y To have a meal in a more authentic 0.629 5.62 1.21
ambience/ environment
g To have food that contains high 0.621 5.95 1.18
quality ingredients
Factor 2-Novelty, Variety & 
Culture 3.83 0.91 15.957
1 To experience another culture. 0.880 4.77 1.47
2
To increase my knowledge about 
different cultures.
0.862 4.54 1.54
3 To see other people’s way of life. 0.834 4.19 1.56
4 To be adventurous in trying out a 
variety of foods.
0.743 5.56 1.18
5 Out of curiosity, to explore 0.742 5.08 1.36
something I don’t know well.
6 To discover something new. 0.728 5.42 1.22
7
To feel as if  I am travelling in 
another country.
Factor 3-Practlcal Concern
0.637 3.32 1.64
1.88 0.721 7.858
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1 To have food that is not expensive. 0.887 4.87 1.45
To dine in the restaurants that offer
0.708 6.02 1.08
good value for money.
To dine in a restaurant in a location
0.633 4.73 1.44convenient to where I live/work 
Factor 4-Escape & Change 1.41 0.75 5.881
1 To escape from my daily life. 0.79 3.50 1.54
2
To have/feel some change in my 
daily routine.
Factor 5-Health Concern
0.761 4.46 1.41
1.22 0.753 5.096
1 To have food that keeps me healthy. 0.871 4.61 1.43
2
To have food that helps me control 
my weight.
Factor 6-Togetherness
0.769 3.62 1.41
1.12 0.701 4.687
1
To have an enjoyable time with 
family/friends.
0.775 5.84 1.19
2
To increase friendship or kinship 
with the people I am going with
0.634 4.60 1.53
Total:
70.573
Kaiser-Meyer-Olkin Measure of Sampling Adequacy: 0.852
Bartlett’s Test of Sphericity Approx. Chi-Square: 3862.52 (df=276, sig=0.000)
The identified six factors were temporarily labelled based on the items that 
comprised each factor: (1) Food and place, (2) Novelty, Variety & Culture, (3) 
Practical Concern, (4) Escape and Change, (5) Health Concern, and (6) Togetherness.
To assess the internal consistency of the scale, Cronbach’s alpha of the six 
identified factors was measured. Generally, a Cronbach’s alpha value of 0.7 is 
regarded to be sufficient to show internal consistency (Hair et al., 2010). As shown in 
Table 1, the six motivational factors show Cronbach’s alpha values ranging from 
0.701 to 0.899, supporting the reliability of the scale. Therefore, 24 items will be
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used for the first part of the questionnaire, to evaluate people’s motivations for 
visiting ethnic restaurants.
4.5.5 Intention measurement based on TPB model
Section B of the questionnaire evaluated the intention to visit South Korea. A 
reliability test using Cronbach’s alpha, correlation analysis and multiple regression 
analysis were conducted. As shown in table 4.14, Cronbach’s alpha of the four 
variables of the model ranged from 0.817 to 0.960, higher than recommended cut-off 
value of 0.7 (Hair et al., 2010).
Table 4.14 Means, standard deviations, and construct reliability (TPB)
Factors Mean S.D. Cronbach’s a Number of Items
Attitude
Subjective Norm
Perceived 
Behavioural Control
Intention
5.66
4.13
3.43
3.39
Ü.9Ü4
0.960
0.951
1.509
0.960
0.817
0.847
0.868
Direct: 6 
Belief based: 10 
Direct: 2 
Belief based :6 
Direct: 2 
Belief based: 12 
Direct: 3
To examine the relationship between the four dimensions (i.e. attitude, 
subjective norm, perceived behavioural control and intention) and to assess the 
construct validity of the TPB model, Pearson correlation analysis was performed. 
Table 4.15 shows the correlation coefficients among four variables.
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Table 4.15 Correlation matrix
Attitude
Subjective
Norm
Perceived
Behavioural
Control Intention
Attitude 1
Subjective
Norm
.361" 1
Perceived
Behavioural
Control
.007 .021 1
Intention .566" .346" .358" 1
‘•“^ Correlation is; signiticant at the U.Ul level.
As shown in Table 4.15, the ‘Intention’ showed high correlation with the 
‘Attitude’ (0.566). According to Ajzen (1991), people’s attitude toward a behaviour 
explains their behavioural intention in the TPB model. There were significant 
relationships between ‘intention’ and ‘subjective norm’ (0.346), ‘intention’ and 
‘perceived behavioural control’ (0.358), and ‘subjective norm’ and ‘attitude’ (0.361). 
Their correlations were moderate and can be considered acceptable (Hair et al., 
2002). Moreover, this can be explained by the TPB model, as people’s intention is 
also guided by ‘subjective norm’ and ‘perceived behavioural control. In addition, the 
three dimensions (attitude, subjective norm and perceived behavioural control) can 
influence each other. For example, referents of a person can influence the person’s 
attitude toward a behaviour (Ajzen, 1991). Therefore, the correlations between 
variables can be explained. Other variables showed no significant relationship with 
other variables (e.g., ‘perceived behavioural control’ and ‘attitude’ (0.007), and 
‘subjective norm’ and ‘perceived behavioural control’ (0.021)).
In addition, to test the degree of association between the direct questions and 
indirect (belief-based) question of the TPB model, a Pearson correlation test was
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carried out. As shown in Figure 4.4, ‘attitude’ and ‘behavioural beliefs’ showed 
significant correlation (.559). It indicates that respondents’ behavioural beliefs about 
visiting South Korea were strongly associated with their attitude towards visiting 
South Korea. Likewise, ‘subjective norm’ and ‘normative beliefs’ (.454) showed 
significant correlation while ‘perceived behavioural control’ and ‘control beliefs’ 
showed relatively small significant correlation (.290). These two types of indicators 
(direct and indirect) are expected to be correlated as manifest indicators of the latent 
constructs (Ajzen, 2002). Thus, construct validity was established.
AttitudeBehavioural
Beliefs p=.000
^.454 Subjective
Norm
Normative
Beliefs
p=.000
--.290Control
Beliefs
Perceived
Behavioural
Control
**Correlation is significant at the 0.01 level
Intention
Figure 4.4 Correlation analysis results: Belief-based and direct indicators
Multiple regression analysis was carried out to assess the relationship among 
the variables as well as how well the set of variables in TPB model predict the 
intention to visit South Korea. The result of the regression analysis is summarised in 
Table 4.16.
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Table 4.16 Intention to visit South Korea -  Overall (N=127)
(Excluded: 21 people who had been to S.Korea)
B Std. E rro r Beta t Sig.
Constant -.432 .810 -5.328 .000
Attitude .847 .127 .507 6.671 .000
Subjective Norm .244 .120 .155 2.039 .044
Perceived
Behavioural
control
.557 .113 .351 4.949 .000
R
R:
Adjusted R* 
F
Sig
df
0.683
0.467
0.452
30.913
0.000
3
As shown in Table 4.16, the regression model reached statistical significance 
(p=0.000). The adjusted R Square value is 0.452, which means that the independent 
variables (‘attitude’, ‘subjective norm’ and ‘perceived behavioural control’) of TPB 
model explain 45.2 per cent of the variance in dependent variable, which is intention 
in this model. ‘Attitude’ had the largest beta coefficient (0.507), followed by 
‘perceived behavioural control’ (0.351) and ‘subjective norm’ (0.155). This means 
that ‘attitude’ makes the strongest unique contribution to explaining the intention to 
visit South Korea (Pallant, 2010). Also, the significance value of the three 
independent variables was less than 0.05 (e.g. ‘Attitude’=0.000, ‘Subjective 
Norm’=0.044, and ‘Perceived Behavioural Control’=0.000), which indicates that 
these three variables are making significant unique contribution to the prediction of 
intention (Pallant, 2010).
Multiple regression analyses were performed separately in each group, 
respondents who had been to Korean restaurants (Group A) and respondents who had 
not been to Korean restaurants (Group B), to compare the model in each group.
134
Seo Yeon Jang____________________________________________________ CHAPTER 4 METHODOLOGY
Table 4.17 shows the result of regression analysis for group A, and Table 4.18 shows 
the regression analysis for group B.
Table 4.17 Intention to visit South Korea -  Group A (N=33) 
(Respondents who had been to Korean restaurants)
B Std. E rro r Beta t Sig.
Constant -4.539 1.850 -2.454 ,022
Attitude .778 .290 .395 2.679 .013
Subjective Norm .315 .260 .176 1.210 .238
Perceived
Behavioural .781 .216 .509 3.623 .001
control
R
R*
Adjusted R^ 
F
Sig
df
0.749
0.561
0.504
9.807
0.000
3
Table 4.18 Intention to visit South Korea -- Group B (N=94)
(Respondents who had not been to Korean restaurants)
B Std. E rro r Beta T Sig.
Constant -3.134 .925 -3.387 .001
Attitude .748 139 .513 5.374 .000
Subjective Norm .192 .129 .141 1.483 .142
Perceived
Behavioural .376 .131 .259 2.881 .005
control
R
R:
Adjusted R* 
F
Sig
df
0.608
0.370
0.346
15.473
0.000
3
For Group A, respondents who had been to Korean restaurants, the 
independent variables (‘attitude’, ‘subjective norm’ and ‘perceived behavioural 
control’) of TPB model explain 50.4 per cent of the variance in dependent variable, 
intention ( adjusted R  ^ = 0.504). For Group B, respondents who had not been to 
Korean restaurants, the independent variables explain 34.6 per cent of the variance in 
dependent variable, (adjusted R^=0.346). For both groups, ‘attitude’ makes strong
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unique contribution to explaining the intention to visit South Korea, while ‘perceived 
behavioural control’ makes stronger contribution in group A. The significance value 
of two independent variables, ‘attitude’ and ‘perceived behavioural control’ was less 
than 0.05 (e.g. ‘Attitude’=0.013 (Group A), 0.000 (Group B) and ‘perceived 
behavioural control’=0.001 (Group A), 0.005 (Group B)), indicating that these two 
variables are making significant unique contribution to the prediction of intention for 
both group (Pallant, 2010).
In addition, an independent-sample t-test was performed to test any difference 
between respondents who had been to Korean restaurants and who had not been to 
Korean restaurants. Table 4.19 summarises the mean scores and the t-test results.
Table 4.19 Results of independent-sample t-tests
Total Mean 
(S.D.)
Group A Mean 
(S.D)
Group B Mean 
(S.D)
t-value 
(2-tailed sig.)
Intention
Attitude
Subjective Norr
Perceived
Behavioural
Control
3.39
(1.509)
5.66
(0.904)
4.13
(0.960)
3.43
(0.951)
4.31
(1.447)
6.03
(0.696)
4.41
(0.802)
3.80
(0.903)
2.84 
(1.369) 
5 40
n.181)
3.96
(1.025)
3.31
(0.972)
5.786
(.000)
3.974
(.000)
2.430
(.019)
2.567
(.011)
There were statistically significant mean differences between the two groups 
in their intention to visit South Korea, as well as their attitude towards visiting South 
Korea, subjective norm and perceived behavioural control. Group A reported a 
higher level of intention to visit South Korea as compared with Group B, as well as 
higher level of attitude and subjective norm. In addition, group A had higher level of
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perceived behavioural control than Group B, which means that Group A felt less 
difficulty to visit South Korea, compared to group B.
4.5.6. Data Collection for the Main Survey
Following the pilot study, the revised questionnaire (Appendix 7), was 
administered as an online survey in the same way as the pilot study. The target 
population was 1) British people over 18 years of age, 2) who had eaten in at least 
one of Japanese, Chinese, Thai or Korean restaurants for part A of the survey. 
Participants who had been to South Korea were excluded fi*om part B of the survey 
which investigated the intention to visit South Korea. Given the lack of an available 
sampling frame, since the number of British people who have eaten in one of those 
four restaurants was unknown, a non-probability sampling method was adopted 
(Saunders et al., 2007).
A convenience sampling method was adopted, from among non-probability 
sampling methods, which is most often used when the research is exploratory in 
nature, or when the researcher seeks to explore and gain an insight into the target 
sample (Sekaran, 2003; Cooper and Schindler, 2006), which is the case for the 
current study. Convenience samples are those who fortuitously present themselves 
for study at a given time (Finn et al., 2000). A disadvantage of this method is the lack 
of sampling accuracy, and that findings from this type of sampling may not be 
generalizable to the population. However, it does allow the researcher to collect data 
relatively quickly and efficiently, especially when there is limited time and resources 
for the research (Veal, 2006; Sekaran, 2003). Given the exploratory nature of the
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current study and that one of the objectives was to examine motivational factors for 
visiting ethnic restaurants and their relationship with travel intention, rather than 
generalisation, the convenience sampling technique was considered appropriate.
The sample size was estimated by following the principles of factor analysis 
and multiple regression analysis, which were the main statistical techniques used for 
data analysis. As a general rule of thumb, the required sample size for factor analysis 
is at least five times the number of scale items (Field, 2005). Tabachnik and Fidell 
(2007) also stated that it is comforting to have at least 300 cases for factor analysis, 
even though when solutions have several high loading marker variables, about 100 to 
150 cases should be sufficient. For multiple regression analysis, the number of 
independent variables should be taken into account: N>50+8m (m=number of 
independent variables). The number of independent variables for this study could be 
firom 3 (attitude, subjective norm, perceived behavioural control) to 5 (attitude, 
subjective norm, perceived behavioural control, FNS and social environment). The 
revised motivation scale had 24 items, thus at least 120 (24x5) cases would be 
required, and running a multiple regression analysis would require at least 74 
(50+8x3) to 90 (50+8x5). Given the above, the minimum sample size for the main 
study is 120, and the target sample size was set ideally around 200 which is a 
sufficient number for both factor analysis and multiple regression analysis, as well as 
taking into account that a larger sample needed if the dependent variable is skewed 
(Pallant, 2010).
As in the pilot survey, the questionnaire was administered via forum websites 
and Google online communities for UK residents (See Table 4.20). In addition, a
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Facebook webpage with an online survey link posted was created and advertised 
with flyers, which were then distributed on streets and in restaurants in areas of 
Greater London (Central London, New Malden, and Wimbledon area), Edinburgh, 
Manchester and Guildford. The Facebook webpage 
(www.facebook.com/ethnicrestaurants) was created for the convenience of the 
participants, to make it easier for them to connect to the online survey link, since the 
survey link was too long for potential participants to type with their internet browser. 
As the sample was restricted to British residents, the first version of the flyer 
(Appendix 8) included the question “Are you British?” However, one of the 
managers of the restaurants asked for this question to be removed, as he was 
concerned that it might upset non-British customers in the restaurant. The question 
was removed fi*om the second version of the flyer (Appendix 9), and responses fi"om 
non-British participants were filtered out manually in the data analysis process. A 
total of 401 responses were obtained between April and June 2013, of which 334 
were valid responses. Among 334 respondents, 21 respondents did not complete the 
socio-demographic profile section, although they completed the questionnaire. Data 
fi*om these respondents were excluded in the analysis. The socio-demographic profile 
of the respondents is presented in Chapter 6.
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Table 4.20 Lists of the Websites
N am e W ebsite  A ddress
U nited K ingdom  (Google com m unity) plus.google.com /u/O/com m unities/111695614783470479723
Yelp w w w.yelp.co.uk
TesConnect w w w.tes.co.uk
D igitalSpy w w w.digitalspy.co.uk
U K businessforum s www.ukbusinessfonim s.co.uk
D iscussion Everything www.everything.org.uk
Square M eal w w w.squarem eal.co.uk
A bout.Com  ww w.about.com
Good Food Channel uktv.co.uk/goodfood
Freebusinesforum s www.freebusinessforum s.co.uk
U Krestaurantforum  restaurantforum .englishboards.com
4.5.7. Data Analysis for the Main Survey
Data collected from the main questionnaire survey were analysed by IBM 
SPSS software (version 20). Appropriate statistical techniques were employed, 
including descriptive analysis, Pearson correlation analysis, multiple regression 
analysis, factor analysis, /-test and ANOVA.
Descriptive analysis is the most efficient way of summarising the 
characteristics of large data sets, and the results become the foundations for 
subsequent analysis (Sekaran, 2003). To understand the characteristics of the sample, 
measures of central tendency (mean, minimum and maximum) and measure of 
variability (standard deviation) were used to describe the characteristics of 
respondents (demographic factors, characteristics of the respondents such as FNS, 
multicultural environment and travel experiences) and the variables of TPB model
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(attitude, subjective norm, perceived behavioural control, and intention) and the 
respondents’ beliefs about visiting South Korea.
Multiple regression analysis was used to test the influence of independent 
variables (attitude, subjective norm, perceived behavioural control, FNS and travel 
experiences) on a dependent variable (intention). Standard multiple regression was 
employed to test the TPB model, since it provides information about the model as a 
whole and the relative unique contribution of each independent variable that form the 
model (Hair et al., 2003), which seemed appropriate for the current study.
Two types of factor analysis were used in the current study: exploratory 
factor analysis (EFA) and confirmatory factor analysis (CFA). EFA is normally used 
in the first stages of research to refine the set of observed variables and constructs 
and to explore the inter-relationship among a set of items or variables which enables 
researcher to identify the latent factors or dimensions that underlie the set of items. 
On the other hand, CFA is used to confirm the underlying dimensions and to assess 
the quality of the structure of the factors by statistically testing the significance of the 
overall model and the relationships among items (Hair et al., 2010; Tabachnick & 
Fidell, 2007). Thus, CFA can be an alternative measure of internal consistency as 
well as external consistency of the scale items identified by EFA (Byrne, 2010). 
Accordingly, to examine the underlying dimensions of the motivational items in the 
main survey, EFA was employed, and then CFA was used to confirm the 
motivational factor structure identified by EFA.
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T-test and ANOVA were used to compare the mean scores of two or more 
groups respectively. T-test was used to examine if there are any statistically 
significant differences in the mean scores for two independent groups for the variable 
of interest. T-test was used for the comparison between two groups, the respondents 
who had been to Korean restaurants and those who had not. Also, it was used to 
compare the influence of gender on motivational factors. For other demographic 
variables, containing three or more categorical groups (e.g., age, educational level, 
income, and living arrangements), ANOVA was used to examine its influence on 
motivational factors, followed by post-hoc analysis.
4.6 Chapter Summary
This chapter has provided overall methodological issues of the study. A two- 
stage mixed method research design was selected which was deemed to be 
appropriate to answer the research question. A detailed account on the method, data 
collection and analysis procedures for the first of stage, which adopted qualitative 
approach, composed of two stages of interviews were discussed. Grounded theory 
approach was adopted for the qualitative stage of the study, since there was no 
appropriate conceptual or theoretical framework found concerning the research 
objectives of the study. With the items and conceptual framework derived from 
qualitative stage, a questionnaire was developed for the second stage of the study 
with quantitative approach to test the findings from qualitative approach empirically. 
The development process of the questionnaire and the results of the pilot study were
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explained in detail, which supported validity and reliability of the developed 
questionnaire. Figure 4.5 summarises two phases of the research and the number of 
participants in each stage.
Pilot Study: N=13 3
Main Study: N=313
Stage 1 :18 
interviews 
(In the UK: Ethnic 
restaurant 
customers)
Stage H: 12 
intejvdews (In S. 
Korea: Tourists)
Quantftatwe PhaseQaalitatwe Phase
Figure 4.5 Summary of two phases of the study
The findings of the two-stage of interviews will be elaborated in Chapter 5, 
and the results of the questionnaire survey will be discussed in Chapter 6.
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CHAPTER 5 FINDINGS AND DISCUSSION I 
(QUALITATIVE STAGE: INTERVIEWS)
5.1 Introduction
To fulfil one of the objectives of current study, which is to explore common 
motivations visiting ethnic restaurants and travel motivations and its relationship 
with tourism, two sets of interviews were conducted. The first interviews were 
conducted in the UK to explore UK customers’ key motivational factors related to 
visiting ethnic restaurants, specifically Asian, (for example, Thai, Japanese, Chinese 
and Korean restaurants) The second interviews were related to UK tourists’ 
motivational factors for visiting South Korea, and these interviews were conducted in 
South Korea. These two phases of interviews were carried out to compare both 
motivational factors and find common motivations and to explore if there is any 
relationship between ethnic restaurant experience and tourism.
Digital recordings of interviews were transcribed verbatim into text (see 
Appendix 4), and grounded theory approach was adopted for data analysis based on 
the transcription, following three steps that Strauss and Corbin (1998) suggested. 
First, the data was disaggregated into conceptual units, namely open coding. After 
open coding for both interviews were carried out, axial coding process followed with 
the categories specifically related to the topic of current research. The relationships 
between categories emerged from open coding were identified at this stage. It was 
followed by selective coding process, which is to develop a theory by identifying 
principal categories and integrating them.
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5.2 Ethnic restaurant choice motives
5.2.1 Study participants
All participants were British. Among the 18 interviewees, 9 were female and 
9 were male and the age of the interviewees ranged from under 24 to over 55 years 
old. All of them are generally well-educated, having or working towards a degree. 
Table 5.1 shows the profile of respondents.
Table 5.1 Profile of respondents
Respondent Gender
M arital
status
Age Education Occupation Travel
experience^
Place of 
residence
1 Female Single 25-34 Postgraduate Graphic Designer No Guildford
2 Male Single Under 24 Undergraduate Student No Guildford
3 Male Single Under 24 Undergraduate Student No Guildford
4 Male Single Under 24 Undergraduate Student No Guildford
5 Male Single Under 24 Undergraduate Student No London
6 Female Married Over 55 Undergraduate
Retired(former 
swimming teacher) Yes
London
7 Female Single Over 55
Undergraduate
+Diploma
Retired (former 
development manager) 
Volunteer at Royal 
festival hall
No London
8 Male Single Under 24 Undergraduate Student Yes Guildford
9 Female Married Over 55 Postgraduate English Lecturer Yes Guildford
10 Male Single 25-34 Undergraduate
Sales advisor in health 
club No
Guildford
11 Female Married 35-44
Diploma(College
)
Project technical 
coordinator No
London
12 Male Single 35-44 Undergraduate
Technical engineer in 
lighting No London
13 Female Single 25-34 Level 3,College Beauty Therapist No Guildford
14 Male Single 25-34 Postgraduate PhD student Yes Manchester
15 Female Married 45-54 Undergraduate IT system No Guildford
16 Female Married 35-44 Undergraduate Doctor No Woking
17 Male Single 45-54 Postgraduate Head project manager Yes London
18 Male Single 35-44 Postgraduate Medical machine buyer No London
 ^Travel experience: Interview ee’s travel experience to the origin country o f  the restaurant they visited.
145
Seo Yeon Jang CHAPTER 5 FINDINGS AND DISCUSSION I (QUALITATIVE STAGE: INTERVIEWS)
5.2.2 Findings
After the first step of data analysis, open coding, eleven conceptual categories 
emerged (See Table 5.2).
Table 5.2 Open coding of data
Conceptual labels Lower level Data
For something 
different 
& Change
Variety/ Change variety of tastes/diet/food, colorftil, 
change the kind of usual taste/ usual 
food.
Different Different from English food/average 
restaurant/everyday food/what you 
usually taste, different from normal, 
different experiences, never ends up 
being in the same, different 
flavours/taste/ ingredients (meats, 
fishes, vegetables..)/way of cooking & 
presentation/textures/smell/look/spices
To experience 
another culture
General experience Small sample of somebody’s culture, 
to appreciate different culture, 
appreciate diversity, change to try 
other cultures, experience of the 
culture, see more cultures, cultural 
diversity, leam/experience other 
people/culture/ country, to aware of 
the culture, window of the culture
Food-related
experience
Taste something that people from all 
around the world enjoy, get 
advantages of what foods like in 
different cultures
Non-food related 
experience
Experiencing tradition/clothes/ 
paintings & writings/ the way of 
presentation/ business, eating style, 
eating habits, cultural space
To feel like 
travelling (of that 
country)
Illusion (feel like 
being in that 
country)
Don’t have to travel, being in 
England, but in Korea, suddenly feel 
like eating Dimsum in China, almost 
like being in China, if you cannot go 
to that country, go to that restaurant, 
smells like Tokyo, would thought 
actually I am in Japan, (customers 
from that country, language..)
escaping Escaping from daily life, escaping
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from daily base
For the memory of 
previous travel
To remember Eating sushi is a souvenir, memory, 
because Fve been that country, to 
imagine going back, to remember 
beautiful time
Curiosity adventurous Curiosity, adventurous, didn’t know 
much about the food, so tried it, 
because I never had it before, because 
I hadn’t been to one before, 
adventurous with food, try new food, 
open to experience new food.
Authenticity Compared to 
supermarket
You cannot taste it from the products 
from Tesco, authentic more than those 
in supermarket.
From Chef Chef from that country.
Compared to 
Oneself
More real than I make. Don’t have 
skill to prepare at home
Compared to travel 
experiences
Different in England, authentic as we 
had in that country, sometimes too 
sweet compared to my experience, 
they changed the taste to western 
market, it’s not authentic as it should 
be, I know exactly what Thai food 
tastes like in Thailand.
Sensory appeal 
(spicy)
Spiciness I like spicy food, hot and spicy, 
something really spicy
Food related factors quality, taste, 
healthiness, 
freshness, portion 
size.
Tasty, good portion, you get a lot, 
better quality, quality of the food, 
flavoursome, taste good, good/nice 
food, fresh, cook fresh, sufficient to 
eat, fresh ingredients, healthy, food 
presentation I watch what I eat, good 
ingredients
Non-food related 
factors
Service, Price, Staff, 
Menu, Location, 
atmosphere, hygiene
Service was good, good atmosphere, 
decoration, staff, comfortable, whole 
feeling of the restaurant, 
communication with staff, get a lot for 
what you pay for, good service, 
friendly staff, ambience, general 
atmosphere, convenient to where I 
live, lovely/professional/caring staff, 
everything is so clean, cheap, 
surroundings, value for money, image, 
whole complete service.
Togetherness Socialising go with friends, enjoy my time with 
fiiends/husbands/ colleagues
Social Environment Multicultural
environment
I work for multicultural company, 
clients from overseas, don’t have 
ethnic restaurants in town, living in
147
Seo Yeon Jang CHAPTER 5 FINDINGS AND DISCUSSION I (QUALITATIVE STAGE: INTERVIEWS)
the big (multicultural) city
Acquaintances have Chinese fiiends, Korean 
colleague, Korean students.
The literature has shown that in restaurant choice motives, there are food 
related factors such as food quality and taste, health concern, portion of the food, 
freshness, and non-food related factors such as price, location and service, and these 
factors were also found in interviews. In addition to these general restaurant choice 
motives, motivational factors specific to ethnic restaurants were identified in the 
findings;
• for something different and change,
• to experience another culture,
• to feel like travelling (being in that country),
• for the memory of the previous travel,
• curiosity/try anything new,
• authenticity,
• sensory appeal-spiciness.
In addition to that, attributes similar to general restaurant selection attributes 
including food and non-food related attributes and togetherness, as well as the 
influence of social environment and travel experiences were also identified in the 
findings.
5.2.2.1 For “something different*  ^and “change*^
Participants related their reasons for choosing ethnic restaurants to their 
preference for having variety in their diet and something different from what they
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usually have. They regarded differentness as a good thing and they mentioned that 
having ethnic food which has different flavours, textures, spices and presentation is 
pleasurable and interesting experience:
“I t ’s the different flavours, spices, they use some...still very different from  
European food. Um..I wouldn’t say...British food I  say i t ’s very European 
now, lots o f French, Italian, Spanish influences on British food  but I  say with 
the thing with Asian food is just the different textures, um, different spices 
they use, that’s why Hike about it. ” (Respondent 18, Male, aged 35-44)
“Interesting because i t ’s cooked in different way. So i f  you have crispy fried  
duck...another restaurant I  went to in London, it was Chinese New Year. We 
have duck in different occasion, um..and the duck was cooked in a 
completely different way. Normally English people will buy crispy fried duck, 
but this was very very different, and it was soft, and it was crispy, but 
actually had more flavour. So that was very interesting to see the duck done 
in a different way. Um..and tasty, um..Chinese food  has different taste from  
what we have, and I  like the use o f spices and chillies and sweet and sour, 
i t ’s tasty to us because i t ’s different... that was really unusual. I f  you know 
what I  mean, do you know what I  mean? Lovely... ” (Respondent 9, Female, 
aged over 55)
Warde and Martens (2000) mentioned that one of general reasons for eating 
out is ‘getting a change’, which is doing or experiencing something different from 
what they eat every day. In the same context, interviewees enjoy different food 
cooked in a different way, different taste, different textures and different spices. Also, 
they enjoy the differences coming from the occasion that the food being served, as 
seen in interview with respondent 9. Similarly, Roseman’s findings (2006) also 
indicate that the main reasons for US consumers to go to ethnic restaurants were to
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have food different from what they have at home and to have food with a variety of 
different tastes. Having change coming from differences seems also come from 
interviewees’ lack of skill to cook ethnic foods:
“sometimes i t ’s just a nice change, from things I  would cook myself so 
that’s, you know, one reason why I  would, probably the main reason I  
probably choose it, yeah, just change the kind o f usual taste you get, because 
you know, certain kind o f food types you use a lot in my own cooking. They 
use different kind o f sauces and spices and so on then they use different kind 
o f certain ingredients that I  don’t use in my cooking. In that kind o f ethnic 
restaurants, that’s kind o f exciting experiences...” (Respondent 4, Male, 
aged under 24)
Warde and Martens (2000) mentioned that one of the reasons for people to 
eat out is getting a break from cooking and serving, mostly mentioned for females. 
Sun and Morrison (2007) also showed that the primary motivation of senior citizens 
for dining out is that they do not want to cook. What could be distinct here is that 
interviewees enjoy ethnic restaurants not just because they want to have a break from 
cooking but because they cannot and do not know how to cook ethnic foods, 
regardless of age or gender. Respondent 4 is a young male interviewee, and he lives 
alone and cooks himself, and was interested in cooking. As seen above, the reason 
for him to go to ethnic restaurants is to experience different types of food from what 
he can cook. Respondent 8 is also mentioned that the reason he enjoys going to 
ethnic restaurants is not just because of lack of time, but also he cannot cook those 
foods:
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“...it’s lovely going out to try something slightly different, rather than 
something I  eat every day, like going out for Pizza or Italian food. I  prefer 
go out for Chinese, as i t’s a lot o f lovely skill involved in create a few  
thing... they never quite end up being in same as other restaurants. So i t ’s 
nice going out these restaurants to try something which I  wouldn’t have skill 
to prepare at home, and wouldn’t have time to prepare at home. ” 
(Respondent 8, Male, aged under 24)
Respondent 7 also said:
“And also, their different thing than the normal food  you cannot make it at 
home. You don’t know how to make it. Or some other Chinese things, you 
don’t get it in supermarket. Some are sold but not all. (Respondent 7, 
Female, aged over 55)
Therefore, it seems that the fact that they do not know how to make the foods 
in ethnic restaurants makes interviewees more aware of differences and this makes 
them feel more change from their daily lives than they feel in other restaurants, and it 
seems to be one of factors that people enjoy about ethnic restaurants.
5,2,2,2 To experience another culture
Participants regarded tasting ethnic food in ethnic restaurant as giving them 
the chance to try and learn about other cultures. One of the participants viewed
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visiting an ethnic restaurant as “to get a little bit of a window into the culture” 
(Respondent 17). They considered visiting ethnic restaurants as experiencing another 
culture, and it is one of the reasons they like about going to ethnic restaurants:
“...you get the experience o f like small sample o f somebody else’s culture, 
and appreciate o f diversity..uhm..in another level... like being able to taste 
something that people from all around the world would enjoy. ” (Respondent 
1, Female, aged 25-34)
“...to appreciate different cultures. When you have their food, and you know 
i t ’s actually also a small way o f  finding out about people, and you kinda 
appreciate it because you have to embrace that. So that’s what I  think as the 
advantages, because that actually makes people to aware o f those countries 
and aware o f their culture, how they live in through the diet, definitely. ” 
(Respondent 12, Male, aged 35-44)
Experiencing culture in ethnic restaurants includes not only food-related 
factors, but also other cultural factors:
“...just a bit o f taste o f cultural space, I  mean the taste o f culture. When you 
go to Chinese restaurant, you will get chopsticks and you get the Chinese 
way o f eating and sometimes you get those little crackers at the end, I  don 7 
know what they ’re called, so something bit o f taste o f a culture, really. The 
space having typical flowers or decorations on the wall... you know when 
you go to Chinese restaurants, you see the pictures on the wall and Chinese 
writing... ” (Respondent 16, Female, aged35-44)
“...you ’II experience small part o f their culture. You know, you see how they 
operate the business, how they deal with customers... at the same time 1 
think it could also be countries ’ image I  think, you know, they tried to what 
they are doing. And they do it well. I t ’s part o f  the culture, and it represents
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the image. I  don 7 know how to, hut really is, for me it does, that is their 
culture for me cause Fve never been there. You might see in on TV, but i t ’s 
not the same. Maybe because i t ’s running business overseas, they could be 
more authentic and more cultural. So we benefit from that. ” (Respondent 10, 
Male, aged 25-34).
Probably in the similar context that people can experience the culture in the 
ethnic restaurants, it seems that for some interviewees, visiting ethnic restaurants is 
an alternative way of visiting other countries to experience the food and culture;
“...I love the way how in..even just in our..in the UK, we have all different 
kinds o f food we can enjoy. So we don 7 need necessarily have to travel to 
taste the foodfrom around the world. ” (Respondent 1, Female, aged 25-34) ”
“To experience what the fo o d ’s like... because it’s like i f  you have small diet, 
which is just fairly based on what and who you contact with, then you can 
miss out because these other cultures have got really good food. So i f  you 
say you went to America, then you have to try and have that American 
bagels, things like that. So i f  you can 7 go to Korea, then i f  you have Korean 
restaurant, the best thing is, go and try and experience what are the foods 
they are having. I t ’s perfect also for, you know, to kind o f gaining idea how 
they actually live in, what do they eat kinda stuff. I t ’s whole thing, i t’s also 
like sometimes the way the food is served, and how they actually eat it, i t ’s 
like whole experiences. So i t ’s perfect. ” (Respondent 12, Male, aged 35-44)
Park (2004) suggested that hedonic value in restaurants includes novel 
aspects of the dining experience. In this aspect, Ha and Jang (2010b) maintained that 
customers seek novelty at a restaurant reflecting a different culture, and this is one of 
the major purposes of visiting an ethnic restaurant. Warde and Martens (2000) 
argued that the attitude ‘interest in learning’ corresponded with reasons for going to
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restaurants, reflecting a tendency to enjoy trying new foods, and to learn and talk 
about them. In this context, people may enjoy visiting ethnic restaurants, for it 
satisfies their desire to learn, not just about new food, but also the culture of other 
countries through food. They argued that people with a degree and singles have a 
stronger interest in learning. All of interviewees have or are in the process of 
obtaining a degree, but there was no evidence of differences in interest in learning 
and experiencing cultures through visiting ethnic restaurants between singles and 
married people in the interviews. Van der Berghe (1984) and Wright et al. (2000) 
also stated ethnic cuisine is the easiest and most pleasant way to cross cultural 
boundaries and to appreciate diversity, as interviewees stated. Sukalakamala and 
Boyce (2007), in their study about customers’ perception of their dining experience 
in Thai restaurants, confirmed that customers perceive going to ethnic restaurants as 
a great way to learn about different cultures. Even though some interviewees do not 
seem to actively travel or visit the country to experience and learn other cultures and 
food, they still appreciate and cherish the diversity and other cultures by visiting 
ethnic restaurants in their own country, and as respondent 1 mentioned above, they 
think it is one of the advantages of going to ethnic restaurants, since they do not need 
to travel themselves to experience foods and cultures from other countries.
5,2,23 To feel like travelling (being in that country)
Several participants expressed their feeling or expectation of being in ethnic 
restaurants as like being in that country. While visiting ethnic restaurants can be an
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alternative way of experiencing a different culture as mentioned above, it can be also 
substitute for travelling to that country, not necessarily to experience different 
cultures, but just to feel like being in that country:
“(In Korean restaurant) I  will be expecting actual Korean fe e l I  will expect 
to feel like... in such Korean restaurant is almost how life be in Korea..maybe 
not makes sense..but...being in England, but in Korea. ” (Respondent 2, Male, 
aged under 24)
“They have trolleys being pushed and you see the food fresh and somethings ’ 
are cooked or warmed and you are watching it. So it’s the whole experience 
as well. Suddenly you are eating Dimsum in China. ” (Respondent 7, Female, 
aged over 55)
“... i t ’s actually like..the way they dress, the way they present it..everything 
about it is very Chinese. I t ’s almost like being in China in that sense, so i t ’s 
nice so i t ’s pretty good, compared to other restaurants. ” (Respondent 12, 
Male, aged 35-44)
“when you walk in through the door, the smell, it smells like Tokyo, in a good 
way, you know. You walk into a restaurant and it smells like Tokyo restaurant. 
In Tokyo, i f  you walk down one o f the little restaurant districts, the little 
streets you can smell all the food... and you walk in, smells like that, you know. 
It smells authentic, it looks authentic, you know, i f  you didn ’t realise that you 
just walked up the streets in London, you would thought, um actually maybe I  
am in Japan, cause there are a lot o f Japanese people in there...” 
(Respondent 17, Male, aged 45-54)
While an ethnic restaurant is a mere cultural space to learn other cultures as 
seen in 5.1.2.2., it also can represent the origin country of the food itself and give 
customers an illusion that they are actually in that country even though they are still
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in the UK. Traditional foods and traditional facilities and aesthetics are often 
regarded as important attributes in ethnic restaurants (Ha & Jang, 2010a; Lee et al., 
2009) These attributes could explain in part the factors that give customers 
impressions that they are actually in that country. As seen in interviewees’ response, 
it seems to be more a holistic feeling including all the senses of customers such as 
vision, smell, taste, and probably listening to different languages from people from 
the origin country. This whole experience may make customers imagine that they are 
actually in that country and this seems to be one of the reasons for visiting ethnic 
restaurants.
5.2.2,4 For the memory of the previous travel
Another motivational factor for visiting ethnic restaurants was to remember 
the trip to the origin country of that restaurant. One interviewee said that even though 
she does not like eating out, she visits only ethnic restaurants to remember the time 
when she travelled to that country and to imagine going back:
“Eating sushi is a souvenir because in Japan, I  spent quite a lot o f  time, and 
it is the most beautiful time in my life. After, I  realised that I  haven 7 been to 
many Japanese restaurants in Japan other than sushi restaurants. So, eating 
sushi is for my memory. ” (Respondent 6, Female, aged over 55)
Recent study shows that previous experience of the foods while travelling in 
the origin country is one of the main reasons for visiting ethnic restaurants (Lee et al., 
2009). People go to ethnic restaurants because they cannot forget the taste they 
experienced while they were travelling. However, sometimes it can be more than
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taste of the food that people seek in ethnic restaurants. According to Lupton (2005), 
there is a strong relationship between memory and food. Taste often triggers 
memories of previous food events or experiences around food, and it works in other 
way around as well. In other words, food can invoke memory as well as a certain 
memories generating a desire for a particular food. Respondent 6 is a senior citizen, 
at the age of 81, and she confessed that she has lost her senses of taste. Thus, she 
does not generally go to restaurants because she cannot enjoy eating. The only reason 
for going to Japanese restaurants is to have sushi, just for the memory and to 
remember the beautiful time she spent in Japan. Therefore, it seems that sometimes, 
it is not only taste but also memories of travelling to those countries that motivates 
people to visit ethnic restaurants.
5.2.2.5 Curiosity/try anything new (novelty)
Some participants reported that their reason to visit certain ethnic restaurants 
is curiosity, because they never tried it before. These participants usually describe 
themselves as adventurous and loving tasting different foods:
“(It was) curiosity, I  guess. Well..I would go to the restaur ant...well 
(thinking)..it’s just kinda.. that fancy sort o f the food rather than going to 
English restaurant or Italian restaur ant..I would go to it..because...just I  
would!!! Haha (laughing) ” (Respondent 2, Male, aged under 24).
“(Korean restaurant) I t ’s not that popular. I  mean, in Manchester, they 
don’t have that many, maybe two, two or three now. Originally there was 
Tam popo, which has Korean thing (dish) and I  didn’t really know much 
about the food, so I  tried it. Then there’s more Korean restaurants, so I  tried
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that too. Because I ’ve never had it, so it seems interesting. ” (Respondent 14, 
Male, aged 25-34)
“because Ihadn ’t been to one before, (laughing)... Hike to be adventurous 
with food, ...and I  never had Korean before. So 1 thought, um, okay, just 
give it a go. ’’(Respondent 17, Male, aged 45-54)
Warde (1997) stated that curiosity in trying unfamiliar food relates to the 
desire for new experience, new styles and tastes. He said new dishes are often 
regarded as exciting, interesting, sometimes fashionable and stylish, while customary 
foods give consumers security and certainty. Rozin and Rozin (2005) stated that 
human beings are omnivores, or food generalist, which means they consume various 
foods, theoretically almost without limitation. However, eating is directly connected 
to body, conflict between interest in new foods and fear of trying new food arises. As 
a consequence, according to Rozin and Rozin (2005), a person has curiosity about 
new foods and fear of new foods at the same time, and the balance between them 
may change in different individuals and different circumstances. Considering that 
one of the interviewees’ motives for visiting ethnic restaurants is curiosity and to try 
new food because they never had before, it seems that to people who enjoy ethnic 
restaurants, curiosity is superior to fear in trying novel foods. Also, interviewees, 
who answered that ‘curiosity’ or ‘because they never tried it’, tend to like travelling 
and have experiences as well and all being male respondents.
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5.2.2.6 Authenticity
Authenticity was found to be one of the motivational factors for visiting 
ethnic restaurants. Participants regarded ethnic foods in ethnic restaurants as having a 
more authentic taste compared to what they cook or what they can buy in 
supermarket:
“if  you go to Chinese restaurant to have Chinese chefs, um who know what 
they are doing, to do the cooking, obviously so you can have... like the 
spirits o f taste in food, you can tell that i t ’s being done proper because i t ’s 
being done by proper chefs who knows what they are doing cause they are 
from the same country. So i t’s authentic. ” (Respondent 3, Male, aged under
“normally i f  you went to tesco whatever and you taste what they call 
traditional Chineses food, Japanese or Indian food, you won’t taste actual 
aspect o f  how it tastes, whereas i f  you go to the restaurant, you taste how 
they actually taste. So it broadens your aspect o f tasting authentic 
food. ’’(Respondent 13, Female, aged 25-34)
“I  like going to ethnic restaurants because 1 can’t really make it at home to 
taste the same. ” (Respondent 4, Male, aged under 24)
The participants above have not actually been to the origin country of the 
restaurants, and they often compared the authenticity with what they cook and the 
products from the supermarket. For them, authenticity seems to come from the fact 
that the restaurant is run by and the food is cooked by the people from that country. 
On the other hand, other participants who have actually been to that country or have
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many travel experiences tend to find authenticity more in terms of the taste, and 
compared the authenticity of the food with the food they had when they travelled. 
Consequently, for them, one of the attributes for choosing ethnic restaurants is also 
authentic taste, the taste they experienced in that country, and in this case, they often 
expressed their dissatisfaction with the restaurants:
“we like (emphasis) Chinese food, and w e’ve eaten Chinese food  in China 
and in Hong Kong, and we always go to the restaurants just as near as 
possible, but authentic. ” (Respondent 9, Female, aged over 55)
“Sometimes they changed taste to western tastes, since i t ’s quite sweet, quite 
oily and quite salty. I  am not sure but maybe in the country they are from  
it’ll be different. They changed the taste to suit our taste, so sometimes too 
sweet compared to my experience, so I  don’t like it. ” (Respondent 14, Male, 
aged 25-34)
One interviewee who has many travel experiences emphasised his inclination 
towards authentic taste, and even expressed that what he can cook is better than the 
restaurants in terms of authenticity, contrary to the interviewees who have not been 
to the country:
“But the problem is that they never make it spicy enough fo r  me. Um, 
because they always assume 1 am English, ah yeah, he won’t be able to take 
it. So 1 failed to get it even i f  1 ask it really strong, you don’t get it strong as 
you would in Thailand....the food isn’t hot enough for me. I t ’s not that 
authentic as it should be. Exactly I  know what real Thai food tastes like in 
Thailand. Um I  know what I  can cook at home and i t ’s okay, still not as good 
as in Thailand, but maybe slightly better than the restaurant. ” (Respondent 
17, Male, aged 45-54)
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Heldke (2005:387) maintained that Euro-American travellers often are in 
search of authenticity, “examples of the genuine article prepared just the way they 
would do it, using the ingredients, cooking techniques, pans, even cooking fuel that 
would be used by a cook who is an insider to the culinary tradition”. Travellers even 
look for authenticity while they are actually travelling in that country, so it might not 
be a surprise that they seek authenticity in restaurants in their own country. 
Authenticity in food cultures is difficult to define. Authenticity of ethnic restaurants 
can be categorised into three different viewpoints, ‘objectivist’, ‘constructivist’, and 
‘postmodern’ approach. From the objectivist approach, food can be considered 
authentic when it was prepared by natives according to tradition (Lu & Fine, 1995). 
On the other hand, constructivists reject the idea that authenticity as reality, and it 
cannot be objectively determined. What is considered as authentic is relative 
depending on the context and symbolic which is derived from social construction 
(Cohen, 1988; Wang, 1999).
Postmodern approach goes further, claiming that authenticity is not important, 
and what consumers are looking for is enjoyable illusion, idealised picture of the 
culture which comes up to customers’ expectation (Ebster & Guist, 2004). Ebster and 
Guist (2004) further showed that culturally experienced customers tend to put less 
importance on authenticity than culturally naïve customers, i.e., customers who have 
never been to origin country, and consequently culturally naïve customers, tend to 
judge ethnic restaurants less authentic than culturally experienced customers. In this 
study, it was not seen that for customers with many travel experiences, who can be 
regarded as culturally experienced compared to those who had less travel experiences, 
authenticity is less important, since they were all looking for “authentic” restaurants. 
However, participants who had been to the origin country often complained the
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authenticity of the food in restaurants in the UK. Respondent 17 said in interview 
that he tried every type of local restaurant while he was travelling in Thailand, from 
cheap restaurants for local people to fancy restaurants for tourists, and he viewed that 
cheap restaurants for local people tasted a lot better than the fancy restaurant. All 
interviewees who had been to the origin country of the restaurants regarded 
authenticity as a very important attribute of ethnic restaurants, and mostly expressed 
dissatisfaction with authenticity in ethnic restaurants they had been to in the UK if it 
is the case that they had been to the origin country. Even those who had not been to 
the origin country of the restaurant, if they had a lot of travel experience, had 
different perceptions of the term “authenticity”. When they talk about ethnic 
restaurants they had not been to the origin country, they were careful about using the 
word “authentic” compared to the interviewees who have not many travel 
experiences. For example, respondent 9 did not mention about authenticity but just 
expressed her impression about Korean food when she visited Korean restaurants, 
and said she wants to go to the country to try more ethnic foods in their own country. 
On the other hand, respondent 17 said he does not know if the food in that ethnic 
restaurant is authentic or not, because he had not been there, even though he liked the 
food. Therefore, it can be suggested that the meaning of authenticity is different 
between interviewees who had been to the origin country and who had not been, and 
people who have many travel experiences tend to use the word authenticity more 
cautiously.
For some participants, authenticity is not restricted only to taste of the food, 
but also the atmosphere of the restaurant, as previously study argued that authenticity
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of the restaurants can be extended to the interior and exterior of the restaurants 
(Ebster & Guist, 2004):
“But ethnic restaurants, because you are in (emphasis) the Chinese 
restaurant or Thai restaurant whatever you ’re in, you are surrounded by 
furniture, and decoration o f that country, and maybe some water which is 
very nice, so i t’s more authentic. I  would say it’s more real. ” (Respondent 9, 
Female, aged over 55)
Often, traditional surroundings are regarded as attractive factors in ethnic 
restaurants (Ha & Jang, 2010a; Lee et ah, 2009), and as interviewees mentioned, 
visiting ethnic restaurants is a whole experience, not just about the foods. In this 
sense, probably interviewees regarded traditional surroundings of ethnic restaurants 
as authentic, and also, a recent study showed that customers were more satisfied with 
foods in those surroundings (Ha & Jang, 2010b).
5.2.2,7 Sensory appeals-spiciness
Although sensory appeal is one of the general motivational factors in food 
and restaurant choice, what is distinct in ethnic restaurant choice motives is that 
people want a specific flavour in the food, which is spiciness. Apart from good taste, 
spiciness was revealed as one of the factors motivating interviewees to go to ethnic 
restaurants. Interviewees expressed their liking of spicy food while they were talking 
about ethnic restaurants:
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“Well, I  love the food, I  like spicy, we, I  mean all people I  tend to go with 
like spicy food, much more interested in than English food. ” (Respondent 15, 
Female, aged 45-54)
“I  like hot and spicy. You cannot get that in other restaurants. I  like spicy 
things, that’s why (I like ethnic restaurants).” (Respondent 14, Male, aged
“The food is good, because I  like spicy food. ” (Respondent 12, Male, aged
“Also what mood on me I  suppose. I f  I  feel like something really spicy (then 
1 go to ethnic restaurants) ” (Respondent 1, Female, aged 25-34)
High concentrations of chilli pepper are a hallmark of Asian and Latin 
American cuisines, and spicy/hot are revealed as one of the most appealing flavours 
(Ludy & Mattes, 2011; Carstens et ah, 2002). Carstens et ah (2002) stated that the 
preference for spicy food can be acquired by mere exposure, and it is an important 
factor in acquisition of liking of spicy food.
Through migration, tourism, globalisation of culture industries, broadcasting 
and writing about food, and greater opportunity to eat out, people have been exposed 
to foods from other countries more than ever (Warde & Martens, 2000), including 
spicy foods from Asian countries. Consequently, it seems that people’s preference 
for spicy food has been developed greatly, and spiciness has become a representative 
taste when people think of ethnic restaurants, considering that when interviewees 
were asked about four types of Asian restaurant they usually recalled spicy foods.
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Also, this spiciness seems to be one of the attributes that motivates people to visit 
Ethnic restaurants, especially Asian restaurants.
5,2,2,8 General restaurant selection attributes
Not surprisingly, most of the general restaurant selection attributes are seen 
in the findings of motivational factors for choosing ethnic restaurants. This includes 
both food related attributes and non-food related attributes, and some respondents 
believed that these attributes are better than the British restaurants:
5.2.2.8.1 Food-related attributes
Food related attributes include food quality, taste of the food, healthiness, 
freshness and portion size, as seen in food choice motives and restaurant selection 
attributes:
“well, definitely the quality o f the food, definitely quality ...and i t ’s fresh. The 
ingredients are fresh. ” (Respondent 18, Male, aged 35-44)
“Ig e t quite a lot... like the rice is huge, meat halls..massive..and the rest o f  
it really really big (emphasis)!!! You get a lot for what you pay fo r and the 
quality is good too. 1 think the rice was better and, I  mean the egg fried  rice 1 
remember, yes. And yes 1 think the way they cook and the meats like chicken 
or pork and the way i t ’s made, I  think i t ’s generally better quality than what 
we try to do here. (Respondent 3, Male, aged under 24) ”
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“Um..the flavour.At’s quite filling. Yes, i t ’s really nice food to eat.” 
(Respondent 4, Male, aged under 24)
“Oh..it’s divine. The food was... it was really beautiful... Even the rice was, 
you know, ten times better than the rice I  can cook or..I guess they use very 
good ingredients. That’s probably the start o f it. ” (Respondent 15, Female, 
aged 45-54)
Food quality has been regarded as one of the most critical attributes of a 
dining experience in previous research. Lewis (1981) found that food quality is the 
most significant factor in intention to go to any restaurant. Auty (1992) also 
confirmed that food type and food quality are the most important factors in choosing 
restaurants regardless of the type of restaurant. Susskind and Chan (2000) argued that 
food quality is a primary determinant for visiting a restaurant. In terms of customer 
loyalty, Clark and Wood (1999) established that food quality is a major factor that 
influences customer loyalty. Mattila (2001) maintained that food quality is a key 
predictor of customer loyalty in casual-dining restaurants. In addition, food quality 
also influences customer satisfaction and behavioural intention (Sulek & Hensley, 
2004; Namkung & Jang, 2007). In previous research, several attributes of food were 
examined to measure food quality, such as tastiness of food, menu variety, nutrition, 
food presentation, serving size, textures and so on (Ha & Jang, 2010a), as several 
interviewees also mentioned in the interviews above. For example, respondents 15 
and 18 mentioned ingredients, respondent 3 talked about portion size and interviewee 
4 mentioned the flavour of food. In addition, interviewees also mentioned healthiness 
of the food:
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“it’s quite healthy as well. I t ’s relatively healthy... i t’s gotta be healthy 
cause I  watch what I  eat, and I  am a big guy, so i t ’s gotta be big, kind o f  big 
portion. I t ’s very tasty and it’s healthy. Vegetables, chicken, white meats, 
nothing is to fat. ” (Respondent 10, Male, aged 25-34)
“Flavour’s quite good and unique, foods are nice. And can be healthy as 
well. ” (Respondent 14, Male, aged 25-34)
Health concern and weight control have been regarded as one of the 
important attributes in food choice. Prescott et al. (2002) examined motives for food 
choice and made comparison between four countries, and health and weight control 
were found to be amongst the four most important factors for Taiwanese and 
Malaysian consumers, and health concern has been found to be one of the four most 
important factors for consumers in New Zealand (Prescott et al., 2002), and also 
important in the UK (Steptoe et al., 1995) and Finland (Lindeman & Vaananen, 
2000). In the context of ethnic foods, Sukalakamala and Boyce (2007) stated that one 
reason ethnic foods are becoming more popular is due to the demand for flavourful 
and healthy meals. Also, healthiness was found to be one of the attributes of Asian 
food (Chinese, Indian, Japanese, Korean, Thai and Vietnamese) perceived by 
American customers (Jang et al., 2009). As seen in the interview, it seems that UK 
customers also consider Asian food as healthy. For instance, respondent 10 was sales 
advisor in a health club and a former basketball player. He said he still plays 
basketball, and since he was an athlete, he watches what he is eats and is concerned 
about health. For him, food in ethnic restaurants was perceived as healthier than 
British food.
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5.2.2.S.2 Non-food relatedfactors
Non-food related factors comprise service, price, friendly staff and menu, 
convenience including location and preparation, atmosphere, hygiene and good 
review, recommendation or popularity of the restaurants, as also seen in general 
restaurant selection attributes:
“It looked like busy inside, so I  guess it must be quite good. And I ’ve heard 
o f it before, I  read some reviews. And I  read the menu as well, menu outside. ’ 
(Respondent 14, Male, aged 25-34)
According to Tse et al. (2002), when consumers perceive a restaurant as very 
crowded, they consider the high level of crowdedness as an indicator of high quality 
of the food, good reputation. It can be also applied to ethnic restaurants, as seen in 
the interview with respondent 14. For him, crowdedness is a sign that the ethnic 
restaurant is good. Respondent 7 also stated that whether people are queuing at the 
restaurant or not is the first thing she considers when she chooses an ethnic restaurant:
“(I chose the restaurant) one, because people are queuing, two, service 
needs to be good...the ambience was good, you know, the general 
atmosphere. I  think that’s what people look fo r ” (Respondent 7, Female, 
aged over 55)
In addition to popularity of the restaurants, atmosphere seems to be another 
attribute which is important to respondent 7. As discussed earlier, ambience or 
atmosphere has been identified as one of the important attributes in restaurant 
selection and recognised to have positive influence on customers’ perception of the
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restaurants (Nijte et al., 2008; Ryu & Jang, 2007) Also, if customers are more 
satisfied with the atmosphere of the restaurants, they are more likely to become loyal 
customers in that restaurant (Ha & Jang, 2010b). To other interviewees, also 
atmosphere worked as one of the factors they consider as important when they visit 
ethnic restaurants:
“Because i t’s very convenient to where we live...The ambience is very nice. 
It was calm, the lighting was good, it was new restaurant which means 
recently decorated. And staff were very good, they were discreet, they were 
what we wanted to them, the service was good. The atmosphere, the whole 
feel o f the restaurant, it was comfortable, clean and efficient. ” (Respondent 
9, Female, aged over 55)
“The outside, the image, and the value, and also when you go in to the 
restaurant, how the atmosphere is, friendly staff, and surroundings. I  kind o f  
find  that very important. Because I  feel..well..because you are gonna be 
there fo r  maybe two hours and not go, and more importantly, you get the 
warm o f the surroundings and staff, and you know the food is gonna be good 
as well. ” (Respondent 11, Female, aged 35-44)
Interviewees also mentioned the word “service” often in their interviews. 
Respondent 7, 9 and 11 all talked about service of the restaurant when they talked 
about the important factors when they choose ethnic restaurants. In addition, 
respondent 10 and 15 answered service when they were asked what they like about 
ethnic restaurants:
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“I  like the service, I  think most o f the time the people who work there are 
lovely, they’re very professional, they’re very caring. Um..the hygiene level 
is a lot better than you to get in English restaurant, even i f  you go to the 
bathroom, everything is so clean. The service in English restaurant, well, i t ’s 
okay. But i t ’s a bit more formal in English restaurants. I f  you go to an ethnic 
restaurant. I ’d  call it they serve you rather than cater for you. I  would 
describe it nice. And the price. ” (Respondent 10, Male, aged 25-34)
“I  usually appreciate the service. Wish that all the restaurants have that 
service. I  think our restaurants somewhat lack o f it. ” (Respondent 15, 
Female, aged 45-54)
In terms of service, many respondents spoke favourably about the friendliness 
of staff and how they serve. Customers’ perceptions of service level are based on the 
relationship between customers and service provider and customers’ evaluation of 
service quality is often influenced by the service providers’ performance, including 
communication during service delivery (Nikolich and Sparks, 1995). Also, reliable, 
assured service affects customers’ satisfaction and future behaviours (Brady & 
Robertson, 2001). In the context of ethnic restaurants, due to the special 
characteristics of ethnic restaurants, in that they serve somewhat unfamiliar foods for 
British customers, and staff are not usually British, it seems that a menu with 
explanations about the food in detail and communication with staff is one of the 
unique and important attributes in selecting ethnic restaurants:
“I f  they tell you what’s in the dishes in English, so we can understand what 
we are actually buying, um because sometimes I  find  that picture is not 
enough, um..picture is not as important as written out English translation 
taking exactly what’s in it...um that’s the most important to me when I  
choose, (with emphasis) And when I  order it I  want to be speaking with
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someone who can speak English well. Um especially in this country. ” 
(Respondent 3, Male, aged under 24)
“The only comment I  will make about ethnic restaurants is how important it 
is to get the service right. Because often that can really um affect your 
experience and your enjoyment o f  the meal, because there can be 
miscommunication, um... and yes, a lot o f it can be language, but also it can 
be slightly culture as well, how you approach people in the way that you do 
things and you say and act...I think that’s really important ...Cause I  think 
often when you ’re being served and you ask for something as customer, and 
i f  i t ’s misheard, that can be little bit frustrating, and it may just disrupt me 
from enjoying the meal because you didn’t get what you want in the first 
place. And you may not ask it again because you will think, oh probably they 
won’t understand or and so, you might think um, I  might not go back to that 
restaurant because they don’t really understand customers that well, 
because they bring out wrong dish or yeah, i t ’s not what I  asked for... so 
that’s the only thing I  would say about ethnic restaurants, i t ’s about that 
communication. ” (Respondent 18, Male, aged 35-44)
“it ’s not really the food at all, i t ’s really about service.. I f  I  was not sure 
about something, you know, sometimes I  would like to have more 
communication. I  might like it or I  might wanna try something completely 
different. I  would like somebody maybe to take time to talk about it fo r  
final..y  ou know., but they just walk away, so ...(laughing) Cause I  have had 
that experience. Somebody just kind o f stated briefly and just walked away 
and I ’m just thinking ok, I  won’t have that..y  ou know, well, maybe I  could’ve 
liked it. ” (Respondent 11, Female, aged 35-44)
“not knowing what something is, that might stop me ordering it...It’s all 
written in different language. Sometimes it doesn’t have any English 
explanation underneath, so I  will be like ‘what it is ’ forever...wonton..I don’t 
know what’s inside, so what is it...and dimsum..should I  order dimsum? I f  I
m
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will like it? Especially when you order big main meal, i f  you exactly don’t 
know what it is, and i f  you get it, you spend five pounds, six pounds on it. ” 
(Respondent 16, Female, aged 35-44)
Even though respondent 16 wants to communicate with the staff without 
language problems, she expects staff from the origin country of that restaurant in 
ethnic restaurant at the same time:
“1 will expect to have waiter and the waitresses who are Korean...! went to a 
fancy ethnic restaurant a few  weeks ago, and all the waiters there were 
English, so I  don’t really feel fresh. So I  will expect Korean waiter and 
waitresses in Korean restaurant. ’’(Respondent 16, Female, aged 35-44)
5,2.2.9 Togetherness/socialising
In addition to food and non-food related restaurant choice attributes, several 
considered that going to ethnic restaurants was regarded as an opportunity to spend 
time with their family or friends:
“With my husband and with a couple offriends. Just to be out with friends, 
just to spend time with friends, which is what English people do, they do that. 
They go to restaurant just to have nice evening together... we are very very 
busy people anyway, and so we have to sort o f make time, i f  we want to go to 
restaurant. So i f  we make time, we will make that time to go with friends, so 
we can see those friends... I  like to be able to sit down and enjoy with such 
as my husband, having glass o f wine, make it an occasion. ’’(Respondent 9, 
Female, aged over 55)
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“Well, I  think when you go out for a dinner, i t ’s more intimate than you say 
hi and have them take the food away, so you get to talk about things more 
than hi, and you won’t talk things like about other things going on, like 
TV...so when you are in restaurant, and you talk about things more. ” 
(Respondent 13, Female, aged 25-34)
For some interviewees, the advantage of going to ethnic restaurants in terms 
of togetherness or socialising in ethnic restaurant is that they can try various kinds of 
foods at the same time:
“you can have lots o f  small picks, that’s what I  like about in Chinese 
restaurants. You often go in a group, and you get big table, big round thing 
in the middle and lots o f  different foods that you can have a little bit o f that 
and little bit o f  that, and little bit o f that, so try lots o f little things... Usually 
i f  you go to an ethnic restaurant, you usually go out decent evening and you 
take quite long time over it, so everyone has quite big different meal and 
different courses, and specifically you ’re sitting there fo r  a few  hours, and 
chatting. You chat over the food  and talk about it, so yes, i t ’s social 
experience...So it’s whole experience, trying out different foods, and that 
just socialness as well. The round table and talking to people, 
nice. ’’(Respondent 16, Female, aged 35-44)
Moschis et al. (2003) said socialising is an important motive for mature 
consumers in the U.S. Consumers visit a particular restaurant often because of the 
comfortableness of the restaurant has for socialising. In addition, occasion influences 
customers’ preference in choosing restaurants (Auty, 1992). In other words, 
customers put the ranking of important variables when choosing restaurants 
differently according to occasion. As seen above, interviewees usually went to 
restaurants for socialising and spend time with their friends and family. Respondent 9 
even said going to a restaurant just to spend time with friends is what British people
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do, and in this occasion, she usually goes to ethnic restaurants. It seems that the fact 
they can try different dishes that they are not familiar with and talk about it makes 
ethnic restaurants more for social occasions and togetherness rather than for having 
convenient or fast meal, as seen in respondent 16’s response, and this could also 
influence other factors that customers perceive as important when choosing ethnic 
restaurant.
5.2.2.10 Social environment
If interviewees have acquaintances around them from that country or 
work/live in more international environment, it seems that they have more 
opportunities and they are more willing to go to ethnic restaurants:
“Another restaurant I  went to in London, it was Chinese New Year, we went 
with Chinese friends ...And we wouldn’t have known to choose that, but to 
the fact that we had some Chinese people with us, w e’ve had very light 
floury dumplings, with a little bit o f pork inside, and that was beautiful 
(emphasis) ” (Respondent 9, Female, aged over 55)
“I  work for the multicultural company ...the company I  work for, we have 
Chinese clients a lot, all our clients come over, um..and I  basically so, 
because our clients come over and go to that restaurant, so I  wanted to try it 
myself. So i t ’s good, I  enjoyed the food very much. ” (Respondent 11, Female, 
aged 35-44)
“I  can’t remember what the food was, but we went with Korean students, 
and with another colleague o f mine, about a year ago, I  think we went up to
174
Seo Yeon Jang CHAPTER 5 FINDINGS AND DISCUSSION I (QUALITATIVE STAGE: INTERVIEWS)
New Malden, and we had very very nice meal indeed. ” (Respondent 9, 
Female, aged over 55)
“I  had Korean colleague who said ooh this (Korean) restaurant around the 
corner is actually quite good... And when I  went there, got some advice o f  
Koreans from work what would be good things to eat... ” (Respondent 17, 
male, aged 45-54)
Exotic ethnic foods were regarded as the preserve of metropolitan social elite 
(Warde, 1997), but nowadays, it is said that this tendency is diminishing and there is 
wider availability to “ordinary” people (Warde & Martens, 2000). However, 
according to Warde and Martens (2000) where people live is still an important factor 
in involvement with ethnic restaurants. London residence is very important, due to 
the fact that it has long history as the metropolis, and Restaurants with different 
specialisations from various countries are unevenly distributed in the UK. In addition 
to the various availability of ethnic foods, Pliner and Hobden (1992) maintained that 
familiarity with foods can decrease food neophobia, and thus, greater exposure to 
ethnic foods in their residence may help reduce consumers’ reluctance to try novel 
foods. In the case of Finland, Tuorila et al. (2001) found that food neophobia 
decreased when the degree of urbanisation increased, since urban environments 
enhance exposure to novel foods and make them more accessible. Although Flight et 
al. (2003) found little correlation between food neophobia and familiarity, they found 
that city students were less food neophobic and significantly more familiar with 
different foods and more willing to try novel foods. Where the customer works and 
lives still seems to be important in current study. As seen above, respondent 11 and 
17 work and live in London, in a multicultural company with many colleagues from 
other countries. Among the 18 interviewees, respondents who lived or worked in
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London tended to have more experiences with various kinds of ethnic restaurants, 
including Japanese, Korean, Cambodian, Vietnamese, Indian, Chinese and Thai, 
while experiences of respondents from other regions (e.g. Guildford, Woking) were 
usually confined to Chinese, Thai and Indian restaurants. Manchester seems to have 
more options of Ethnic restaurants, since it is a bigger city. Except one respondent 
who said she is a fussy eater so she does not eat what she does not know, all 
interviewees who do not live in London said the reason they do not try other ethnic 
food is not because they do not want to, but because they have not seen one. 
However, they have not actively tried to find other ethnic restaurants. Respondent 9 
lives in Guildford, and due to the fact that she has many international friends and 
students who she teaches, she had actively visited other ethnic restaurants in other 
towns in the UK with them. Therefore, it can be assumed that social environment 
including the place they are living and people they are interacting with is an 
important factor that influences people to visit various kinds of ethnic restaurants, 
and such people have more access to those restaurants, physically and 
psychologically.
5.3 Tourists motivation to visit South Korea
The second part of interviews was related to actual motivation for travelling 
to South Korea. The second interviews were conducted to compare travel 
motivations for a remote and comparably unfamiliar travel destination with
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motivations to visit ethnic restaurant, specifically Asian restaurants, identified from 
first phase of interviews. Whether there exist common motivational factors between 
the two was investigated, and if there is any influence of previous experiences of 
Korean restaurants/foods in the UK on travel motivation was identified.
5.3.1 Study participants
Table 5.3 shows the profiles of interviewees in detail.
Table 5.3 Profile of interviewees
Respondent Gender M arital Status Age Education Occupation
I Female Married Over 55 Postgraduate Housewife
2 Female Married Over 55 Postgraduate Retired
(Former teacher)
3 Male Married Over 55 Postgraduate Retired
(Former teacher)
4 Female Married Over 55 Undergraduate Teacher
5 Male Married Over 55 Postgraduate Teacher
6 Male Single 35-44 Postgraduate Nurse
7 Male Married 45-54 Postgraduate Chemical
Engineer
8 Female Single 25-34 Undergraduate Teacher
9 Female Single 25-34 Undergraduate Publisher
10 Male Single Under 25 Undergraduate Unemployed
II Male Single 25-34 Postgraduate PhD student
12 Male Single 25-34 Undergraduate Local
government
officer
Among 12 interviewees, 5 were female, and 7 were male. All interviewees 
are generally well-educated, having university degree. The age of the interviewees 
ranged from under 24 to over 55 years old. Respondents 2, 3, 4, and 5 travelled 
together, and 8, 9, 10 and respondents 11 and 12 travelled together. Interviewees had 
comparably higher educational background and similar occupation such as teacher. It 
would probably reflect that people with more educational background tend to travel 
for learning another culture (Warde & Martens, 2000). However, again, the study is
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exploratory in nature and the focus was on phenomenon itself, so emphasis was on 
information from the data rather than on how many or what type of people share the 
phenomenon, or who held them (Patton, 2000; Jamal, 1996).
5.3.2 Findings
After the open coding process, five conceptual categories were emerged (See 
Table 5.4).
Table 5.4 Open coding
Conceptual Label Lower Level Data
Escape (Change) Looking for differences Somewhere different, 
something different, 
different experiences, it’s 
not the same, seeing 
different way of life, 
different experience than 
the west
Escape It’s for change. To make 
some drastic change for 
current life, England is 
not the easiest place to 
live in at the moment.
Novelty/Uniqueness Seeking something new To learn some new things, 
something I’ve never 
done in the U. K., 
learning new skill,, visit a 
new place, just trying 
something new, because, 
to see what is cutting 
edge, hot place, got things 
that other countries don’t 
have, unique, something 
you cannot do it anywhere 
else in the world
Cultural
Experience(Knowledge
gain)
Food Korean tasting, food 
tasting, national dishes, 
food is part of culture and 
trip, food and drink is
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integral part of 
experiencing culture, 
having food was favorite 
moment, exciting thing, 
just to experience Korean 
food, love/enjoy/like 
Korean food (Kimchi, 
Kimchi soup, Galbi, 
Bulgogi, Soju, Street 
food. Rice cake. 
Pancake...), to experience 
(food) overall
Visiting tourist attraction Garden, palaces, history, 
heritages to learn different 
cultures.
Active
involvement/leaming
temple stay, more learning 
classes, picture contest, 
Hanok (traditional 
accommodation) stay, 
festivals
Curiosity Explore unknown have not been to Korea, 
not bloom in the market 
yet, want to see the world 
haven’t been to visit, 
curiosity, just keep 
exploring, what the 
outside of the world will 
offer.
Togetherness “we” To show wife, friends, to 
have time together, good 
for our children, what 
would they like and enjoy
Five motivational factors were identified as key determinants affecting 
interviewees’ choice to visit South Korea. Five motivational factors were identified:
• escape from the routine: looking for “change”
• novelty and uniqueness
• cultural experience and to knowledge gain
• to fulfil their curiosity and explore unknown
• togetherness
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The motivational factor “cultural experiences” are divided into three sub-themes 
according to interviewees’ interest in the area of culture, which are (1) food, (2) 
visiting tourist attractions and (3) active learning/involvement.
5.3.2.1 Escape from the routine: looking for “change”
To look for something different to make some change was found to be one of 
the motivations to visit South Korea. It seems that it is more for changing atmosphere 
and escape from daily life or their current surroundings:
“I  think i t ’s fo r  change, because England is not the easiest place to live in at 
the moment, and we wanted to feel something fresh, something new, 
something exciting, different, that’s why we chose to travel to Korea. Just 
wanted to make some drastic change. ” (Respondent 10, Male, aged under 25)
Respondent 10 was relatively young interviewee compared to other 
interviewees. He had just finished university and was struggling to get a job. This 
probably explains why he thought “England is not the easiest place to live” and why 
he wanted to have some change and feel fresh. However, it seems that escaping from 
routine and having some change, as motivational factors, seem not only apply to 
those who are not satisfied with their daily lives. According to MacCannell (1977), 
tourists are motivated to travel, to escape the routine of daily life, and Krippendorf 
(1987) also maintained that tourists are motivated by going away from rather than 
going toward something, and relaxations and escape motivations are the two most 
significant psychological drives that people encounter before making decisions of
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taking an overseas vacation. Iso-Ahola (1982) also stated that people regard escaping 
from their routine environment as a certain intrinsic rewards that leisure activity can 
provide, and getting away from routine life has been reported as one of the main 
reasons for taking a vacation (Kozak, 2002). More recently, Hsu et al. (2009) 
conducted a survey to determine overseas travellers’ motivations to visit Taiwan, and 
desire for escape was one of the most important factors explaining tourists travel to 
Taiwan. Jonsson and Devonish (2008) also maintained that when there is need to 
escape in another territory or country, people often choose to travel, and as 
respondent 10 said, one of the motivations for travelling exotic destination such as 
Korea for UK tourists can be that tourists want more drastic change than they can 
have in well-known or closer destination.
S.3.2.2 Novelty and uniqueness
Several interviewees expressed their interest in experiencing something new 
or different in a different way from what the respondents above said. While the 
respondents above seem to seek something new and different to forget or escape 
from their daily life while travelling, these interviewees looked for something 
different and new, not necessarily to escape from the routine, but for their own 
interest and satisfaction.:
“well I  think when I  do travel, I  like to visit a new place...! think i t ’s just 
experience seeing something new...I found out i t ’s fascinating., just trying 
something new. Um..it’s just it has been very active, and so, yes..it’s just the 
new experience. And I  love it, i t ’s great... (Respondent 6, Male, aged 35-44)
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“ ...it’s exciting to come and see, you can go somewhere and trying something 
new... ” (Respondent 9, Female, aged25-34)
Interviewees used the word “new” often when they were talking about the 
reasons why they chose to visit Korea, such as “new place” and “something new”. 
As the interviewees said, they want to experience something new, not because they 
want to have some change, but because they just think it is “fascinating” and 
“exciting.” While the interviewees above looked for something new in general, 
respondent 11 and respondent 12 looked for something new related to their personal 
specific interests:
“...if you compared Korea to other republic countries in Asia, i t ’s quite a 
high tech, and for electronics, i t ’s hot spot really, and that’s quite interesting 
as well trying some o f the new technologies available... we are working on 
I.T., and we both are I.T. geeks I  guess, really, so I  think i t ’s really really 
interesting to see what is cutting edge” (Respondent 12, Male, aged25-34)
“Something I ’m aware o f  and read from a few  website is that Seoul is really 
surpassing...! haven’t been to electronic district yet, but !  heard that it is like 
Akihabara in Tokyo !  would say, and the hot place is really Seoul nowadays, 
so things like that. ” (Respondent 11, Male, aged 25-34)
As they expressed themselves as “I.T. geeks”, two respondents were deeply 
interested in IT and new electronics of South Korea. It is because of that both of 
them majored in electronics and were working or studying in that area. Therefore, 
what they meant by something new and different does not mean escaping from the 
routine, rather it is related to their daily lives and their interests. They experienced 
something “new” and “cutting edge” in the specific area such as technology in the
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new place, with their terms, “hot spot”. This tendency of tourists to look for new 
things, which can be termed as “novelty seeking” has been reported as one of the 
main motivational factors in tourist motivation theories. Also, novelty seeking 
arouses travel intention (Jang et al., 2009). McIntosh and Goeldner (1990) 
maintained that familiarity versus novelty is one of four basic tourism preference 
dichotomies to explain travel behaviour. Iso-Ahola (1982) also suggests that novelty 
seeking is the basic motivational dimensions of tourist behaviour. In the theory of 
push-pull motivations, Crompton (1979) stated novelty is one of the two 
pull/external motivators to travel, and Yuan and McDonald (1990) stated that novelty 
is one of the five major push factors based on the survey to find out travel 
motivations of tourists from four countries. United Kingdom, Japan, France and 
West Germany. Kim and Prideaux (2005) also claimed that the most important 
factors for travelling to foreign countries were novelty seeking and cultural 
experience. Kim and Lee (2000) conducted cross cultural study to see whether there 
is difference between motivation of Japanese tourists and Anglo-American tourists, 
and novelty seeking was one of the three main motives for travelling, while Anglo- 
American placed more importance on the novelty seeking compared to Japanese 
tourists.
In addition to that, something different also reflects “uniqueness”. 
Interviewees said they came to South Korea because they can experience something 
that they cannot have in other countries:
“.. .Korea has been one o f  the best places to travel around so far, got many
things that other countries don’t have. The lifestyle here is good...”
(Respondent 8, Female, aged 25-34)
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Mentioning that one of the reasons to visit South Korea again is to take DMZ 
tour, one respondent said:
“...And I  found i t’s fascinating country. Because i t ’s very different than 
anything else you can get in the world really... I t ’s very unique, isn ’t it. You 
know, i t ’s something you cannot do it anywhere else in the world. ” 
(Respondent 12, Male, aged 25-34)
Demilitarized (DMZ) tour can be under the term dark tourism, which refers 
the phenomenon of visiting sites related with death and atrocity (Seaton, 1999). 
Dunkley et al. (2011) stated that one of the motivations for visiting the dark tourist 
sites is having a special interest, and this was often generated by the individual’s 
socialisation or current style, and it is often related to the media. Respondent 12 was 
interested in the physical situation in Korea, mentioning that it is quite topical at the 
moment due to the matter of succession happening in North Korea. It reminded him 
of his memory of DMZ tour he wanted to go in South Korea before, and this time he 
came back to take part in the tour, and booked it before he came to South Korea. 
However, his primary reason to take DMZ tour was its uniqueness that he cannot 
have anywhere else in the world as he said in the interview. Due to the fact that 
South Korea is the only divided country in the world, and as one of the last relics of 
the Cold War, it has been one of the most popular destinations for visitors of South 
Korea to see the real border most heavily armed (http://visitkorea.or.kr). Therefore, 
compared to other dark tourist sites, the uniqueness of DMZ that cannot be found 
anywhere else attracts visitors including respondent 12. Hence, as seen in interviews
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of respondent 8 and 12, the uniqueness they cannot have in other countries is one of 
the motivational factors for tourists to visit South Korea.
5,3,23 Cultural experience (Knowledge gain)
Cultural experience was found to be a central motivational factor for people 
who travel South Korea. One of the frequent phrases that interviewees mentioned 
was “to experience culture”, when they were asked about their motivation for 
travelling South Korea:
“We just want to experience the culture. ”
(Respondent 4, Female, aged over 55)
“We ’d like to experience different cultures. We ’re not sitting in the beach all 
day long. ” (Respondent 2, Female, aged over 55)
“Just to see the different cultures, i t’s fascinating to see it rather than being 
in just England, seeing outside o f the world. ” (Respondent 9, Female, aged 
25-34)
“We just come here to really, um experience the culture. ” (Respondent 11, 
Male, aged 25-34)
According to Kay (2009), cultural tourists have become common in modem 
tourism traditions since the early 1960s in Europe. An interest in learning and 
experiencing different cultures has risen and it is one of the most evident tendencies 
among tourists today (Lynch et al., 2011). Consequently, cultural and heritage 
tourism has grown rapidly, associated with the expansion of the new class of leisure
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tourist, for whom all tourism is a cultural experiences and tourists attraction is 
cultural experiences (MacCannell, 1977; Walsh, 1991). Wall and Mathieson (2006) 
defined cultural tourism as having contact with host country’s cultural expressions 
and experiencing the uniqueness of culture, heritage and characters of its place and 
people, and cultural motivation becomes one of the main factors for tourists to take 
holidays.
Nicolau and Mas (2006) argue that this interest in broadening cultural 
knowledge stimulates people to visit to faraway places. In their study, they could not 
find significant influence that cultural motivations lead tourist to make longer 
journeys for their holidays, but they found out that cultural motivations have positive 
influence on people’s willingness to pay higher price. Goodall (1988) divided 
holiday motivations into four factors, physical, cultural, fantasy and social. Kozak 
(2002) confirmed that cultural motivation, originated from the wish to leam about 
foreign places, as one of the main holiday motivations for British and German 
tourists. Kim and Prideaux (2005) also stated that cultural experience is more 
important motivational factors among other motivational factors with novelty 
seeking when travelling foreign countries. Awaritefe (2004) also found out that 
cultural motivation as a push motives is a dominant motivation for tourists to visit 
Nigeria as a tourist destination.
McKercher and Du Gros (2003: 48) defined cultural tourism attraction 
according to the definition used by the International Commission on Monuments and 
Sites (ICOMOS), as a “broad concept that includes tangible assets, such as natural 
and cultural environments, encompassing of landscapes, historic places, sites and
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built environments as well as intangible assets such as collections, past and 
continuing cultural practices, knowledge and living experiences.” In addition, 
Scarpato (2002) included religion, events, festivals and architecture in cultural 
tourism, as well as food.
In this study, it appeared that respondents were enjoying different culture in 
various ways, such as (1) Food, (2) visiting tourist attractions, (3) active involvement 
and learning.
5.3.2.3.1 Food
All participants had tried Korean local food while they were travelling in 
South Korea. They all said they enjoyed having Korean food, and believed that 
having local food is one way to experience the culture:
“We went to tourist office in Cheonggye street. And what was good there was 
they offered Korean tasting, food tasting. So we had Kimchi pancake, and we 
had little squid. ” (Respondent 5, Male, aged over 55)
“we always try, wherever we are, whatever the national dishes are, you know 
whatever the offer, we eat the food whatever we see it. ” (Respondent 2, 
Female, aged over 55)
“We were in the Galbi restaurant last night and enjoyed a lot!...you know, 
the food is part o f culture and trip. You should try. ” (Respondent 4, Female, 
aged over 55)
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Experiencing food not only includes the food itself, but also any customs, 
manners or styles related to the food of the country:
“Food and drink is an integral part o f experiencing culture. Ingredients, 
cooking styles, presentation styles and cutlery varies differently across 
cultures. For example, in South Korea, Korean barbeques are a common 
style o f eating food — something that would provide a significant cultural 
experience. ” (Respondent 12, Male, aged 25-34)
For tourists, local cuisine is one of ways to appreciate the culture of a 
destination (Kivela & Crotts, 2006). Since culture is a system value that forms a 
framework which guides behaviour of members of a society, culture determines what 
people eat (Atkins & Bowler, 2001). Because food and eating is significantly 
influenced by culture, it can be also said that food and eating are the reflection of the 
culture where they are originated. Food and eating practices are crucial aspects of a 
society and they reflect the traditions, thus it is history of the culture (Lee & 
Crompton, 1992; Ondimu, 2002). Therefore, food has been regarded as an essential 
element of culture of a destination (Jones & Jenkins, 2002).
In addition, to the question asking what they enjoyed most in the trip, 
respondent 9 answered that trying Korean food was the best experience they enjoyed:
“...we started having some food on the street, and it was just really great 
and fun... (And) my first taste o f Soju (laughing). 1 really quite like it. It was 
just so vibrant and colourful, cultural, so good to think about, and food was 
really good. That was my favourite moment so far. ” (Respondent 9, Female, 
aged 25-34)
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As seen above, trying Korean food in South Korea can be one of the ways of 
experiencing culture for travellers, and can be a main attraction that tourists enjoy the 
most. Enjoying food does not always depend on whether they like the food itself or 
not. Respondent 11 said even though he did not quite like the taste of Kimchi, it still 
is the memorable and exciting thing he enjoyed in South Korea:
“...And the food, I  won’t forget the foods. The Kimchi, I  will never forget 
about it. (laughing) Whether i t ’s good or bad thing, that’s exciting thing. But 
I  think you know, you have to keep trying new things and different food, so 
we keep trying, we will keep trying other foods, I  am so sure that there will 
be other, many many other Korean dishes that turn out to be fine. I t ’s just 
that particular one. ” (Respondent 11, Male, aged 25-34)
Ryan (1997) stated that eating is one of the most enjoyable activities of 
holidays that tourists have, and Quan and Wang (2004) also maintained that food is 
an important part of the tourist experience. Enjoying foods and drinks of a 
destination can also add value to the tourist experience and is related with quality 
tourism for travellers that yield a high level of satisfaction (Kivela & Crotts, 2006) 
As having local food plays an important role in learning experience for tourists to 
appreciate the culture of a destination, local food has been regarded as a cultural 
attraction (Chang et al., 2011). In this sense, Quan and Wang (2004) maintained that 
food consumption in holiday destination is not just a supporting experience to meet 
the basic need of the body of tourists, but even can be a part of their total peak 
experiences. To go further, they even asserted that sometimes tasting local food can 
be a sole motivation for travel, as seen in this study.
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Among 12 interviewees, 3 interviewees had tried Korean food before they 
visited South Korea. For 2 interviewees, food was more direct motivation to visit 
South Korea. Respondent 7 said one of the motives to visit South Korea is that he 
likes Korean food. Respondent 12 also said Korean food is part of his motivation to 
visit South Korea:
“I  have Korean food in England hut I  never experienced fully, so thought 
that would he nice, just to experience Korean food... Well I  had Korean 
harheque and stuff like that and I  thought it would he a nice thing to 
experience overall, um, so some aspects based on the food. Um when we got 
here, there’s a lot o f food which we didn’t know even exists before, which 
was nice... ” (Respondent 12, Male, aged25-34)
He also said that not only had he new food that he had not tried before, but 
also gained knowledge about the food of the country before he visited South Korea:
“Eve seen almost o f the food before, but previously 1 would’ve never 
associated this (Kimchi) with Korean. 1 would’ve called it Chinese or 
something. But 1 guess now 1 know Kimchi is actually Korean, but i t ’s just 
because i t ’s available all over the Asia, 1 just thought it was Chinese. ” 
(Respondent 12, Male, aged 25-34)
According to Hjalager (2002), culinary or gastronomy tourists seek eating 
and drinking experiences that foster learning about the local cuisine. For these 
tourists, food and beverage consumption in holiday destination does not only satisfy 
their physical needs but also fulfil their desire of gaining in-depth knowledge about 
the local cuisine, beverages and of the destination’s culture.
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Also, it seems that their experience of Korean food influences their future 
behaviour. 9 interviewees who had not been to Korean restaurants all responded that 
what they will do when they are back in England is looking for Korean restaurants 
near where they live:
“...when we go hack, I  am so sure that we will he looking for Korean food. I  
heard there are some Korean restaurants in New Malden. ” (Respondent 1, 
Female, aged over 55) \
“When we get home, we are going to start Korean restaurants, Galbi 
restaurants. We think we would go down one in Newcastle. (Respondent 2, 
Female, aged over 55)”
“ Or go down to London ” (Respondent 3, Male, aged over 55)
“And I  am definitely going to search for the Korean restaurants, and trying 
to plan next trip back here. ” (Respondent 10, Male, aged under 25)
“Oh, and now I  will recognise, because now I  know the character Hangul, 
maybe I  will recognise yes, yes that is Hangul and know it’s Korean 
restaurant. And maybe I  will be more adventurous in Korean food. I  like to 
try more out. ” (Respondent 11, Male, aged 25-34)
Respondent 11 said that maybe he had seen Korean restaurants in London, 
but did not realise they were Korean restaurants. At the end of the interview, in 
response to the question asking about the influence of the trip to South Korea, he said 
he will probably recognise Korean restaurant easily, because now he knows Korean 
character. It seems that knowledge or experience of local restaurants in South Korea 
and Korean food influences interviewees in terms of confidence and knowledge
about Korean food and restaurants in England.
= = =
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Respondent 8, 9 and 10 even said that not only will they look for Korean 
restaurants in London, but will return to South Korea to try more food and while they 
were talking about it they seem to very joyful:
“...we will be coming back to Korea to be able to eat more..(laughing)” 
(Respondent 9, Female, aged 25-34)
Respondent 11, who had been to a Korean restaurant before visiting South 
Korea and wanted to explore the food hilly, also expressed his intention to visit 
Korean restaurants more:
“I  will go to Korean restaurant more often in England, and I  guess when I  go 
to Korean restaurants in England, I  know more what to get, and you know 
when I  see the pictures or something like that, I  will like yep, I  had that or I  
don’t know what it is..that’II be easier to recognise. ” (Respondent 12, Male, 
aged 25-34)
Experience of dining out during holiday remains as a very special feeling so 
that it has the power to modify tourists’ eating and drinking preferences and tastes 
while tourists become more into the culture of the country (Johns & Clarke, 2001; 
Johns & Kivela, 2001). Also, respondents’ future intention and behaviour towards 
Korean food and restaurants could be explained by the effect of customer satisfaction. 
It is often said that customer satisfaction is positively related to future behavioural 
intention such as revisit intention, positive word-of mouth intention, and willingness 
to recommend as a consequence of satisfaction (Ha & Jang, 2010a). Oliver and 
Burke (1999) also asserted that customer satisfaction significantly influences future
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behavioural intention. Probably, interviewees’ satisfaction with Korean food 
experiences while they were travelling in South Korea influenced their future 
behavioural intention and made them actively find Korean restaurants in their home 
country and even influenced them to revisit South Korea.
As seen from above, local food experiences seem to be one of the ways to 
learn about the cultures of the country, and also the major motive of their travelling.
S.3.2.3.2 Visiting tourist attractions
One of the main ways interviewees experienced the culture of the country 
was to visit tourist attraction sites. They had all visited, or were going to visit some 
tourist attractions including palaces, temples, museums and traditional market or 
famous streets and districts. One interviewee expressed his opinion about visiting 
tourist attractions to experience the country’s culture:
“One o f the primary ways to experience culture is to visit tourism attractions 
in an area. Many tourism attractions are specifically developed by a society 
to showcase highlights or significantly important entities to a society. ” 
(Respondent 12, Male, aged 25-34)
“When we arrived, we started to look for different museums, temples, things 
like that. So we kind o f absorb the Korean culture in that way. And I  had a lot 
o f lovely cultural experiences, learning about Korean culture, go fo r  different 
places, and it was very interesting. (Respondent 1, Female, aged over 55)
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Kay (2009: 332) defined cultural attractions as museums, art galleries, zoos, 
aquariums, historic/ history/ heritage buildings, sites, monuments, parks, gardens, 
and said they are offered to tourists at any tourist destination, which can be also 
“indicative of a particular way of life”. Through these cultural tourist attractions, 
interviewees experience the culture of the destination.
5.3.2.3.3 Active learning/involvement
Another way interviewees’ experienced culture in South Korea was not just 
visiting tourist attractions but also actively getting involved in various courses or 
lessons:
“ I  would like to do the temple stay. ” (Respondent 6, Male, aged 35-44)
Temple stay is a cultural program to experience and learn about Korean 
Buddhist culture, staying in a temple a couple of days. It includes learning the 
disciplines about, and being trained how to have Buddhist meal with traditional 
wooden bowl and also tea ceremony, meditation and ceremonial service. Hence, this 
program requires travellers to actively be involved in, and it is one of the popular 
activities among travellers in South Korea (http://visitkorea.org).
Another interviewee said she learned Korean culture by taking some classes:
“Also, I  have learned some new things exciting, I  did Hanji (Korean 
traditional paper), I  went to classes, and I  made kind o f  furniture with Hanji, 
and the teacher was very good, and that’s something I ’ve never have done in 
the UK. You know, learning new skill, when you know you think you finished 
learning new thing, that is the thing. That’s the thing I  will bring with me. I
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will Stay in touch with the Hanji teacher, by e-mail in the UK (Respondent!,
Female, aged over 55)
McKercher and du Cros (2003) argued that not all cultural tourists have same 
degree of cultural motives. For example, for some tourists, cultural motive is more 
central reason to travel than the other tourists who may have other motives for 
travelling as well and cultural motive is a secondary reason. According to the degree 
of cultural motive that one has, one may have different level of engaging in cultural 
tourism. In this sense, McKercher (2002) identified five types of cultural tourists 
based on centrality and depth of experience. The purposeful cultural tourists have 
high centrality of cultural motive and tend to have deep experience of culture, and 
they take activities in more depth than the other types of cultural tourists, such as the 
sightseeing cultural tourist, the casual cultural tourist, the incidental cultural tourist 
(McKercher & du Cros, 2003). Respondent 6 and Respondent 1 could be in the 
category of purposeful cultural tourists, considering the fact that they want to 
experience the culture more deeply by learning and staying rather than just seeing 
tourist attractions. Correia et al. (2007) stated this desire of learning new things and 
exploring cultures influences tourists’ decision to travel to exotic places, and South 
Korea, which can be regarded as an exotic tourist destination for UK tourists could 
be one of the cases.
5.3.2.4 To fulfil their curiosity and explore unknown
Another factor interviewees mentioned about their decision to visit South 
Korea was curiosity because they have never been to South Korea, especially for
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those who had many travel experiences or liked travelling. Interviewees expressed 
how much they like travelling and seeing all over the world:
“We enjoy travels. We travelled all around the world, and Korea, you know. 
We’ve not been to Korea, so let’s go! And there was 
opportunity. ’’(Respondent 4, Female, aged over 55)
Also, interviewees who said they enjoy travelling seem to be habitual 
travellers and tend to have many travel experiences before they visit South Korea. 
They wanted to tell which countries and how many countries they had been before:
“...because I  haven’t been to Korea, I  came here. Next time I  will choose 
another country that I  haven’t been to, to visit, but I  would possibly come 
back to Korea again, because I  like it here. That would interest me. When I  
looked countries, there’s a lot always somewhere that I  would like to 
travel...! like travelling and all this and keep exploring doing this. ! t ’s my 
24th countries... ” (Respondent 6, Male, aged35-44)
“! t ’s obvious when !  see the most o f countries’ name ! ’ve been already, this 
was one that nearly left really... ’’(Respondent !2, Male, aged 25-34)
Sometimes it seems that their desire to go to new places is to fulfil their 
satisfaction and to have a prestigious feeling fi’om the fact that they have been to 
countries which are not major travel destinations:
“!  think i t ’s quite special, that you ’re(Korea) not bloom in the market yet, fo r  
Brits to come in to your places... people like us, you know, we want to see the 
world, people who’d  like to do that, then we will recommend fo r  the 
experience, cause i t’s wonderful. Fantastic. ” (Respondent 2, Female, aged 
over 55)
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Respondent 8, 9 and 10 had not accumulated many travel experiences, except 
European countries and the USA, but they stressed how they want to travel more and 
want to see the world:
“Respondent 10 and I  also want to see much more o f  Asia. What the outside
o f the world will offer. We plan to travel around Asia... ” (Respondent 8,
Female, aged 25-34)
Their relatively low travel experience could be explained by the fact that they 
had just started jobs after they had finished undergraduate degrees and did not have 
much budget to travel before.
Anderson (1970) proposed “Ulysses Factor” regarding these motivations, 
which is a psychological aspect in planning vacations. People feel the need to 
explore and discover what lies beyond the known horizon, and this motivates people 
to travel. Also, Mayo and Jarvis (1981) suggested that this need to explore is a 
determinant of tourists’ travel. As seen above, respondents wanted to travel a 
destination just because it was there and they had never been to. They just need to go 
to a destination because they have not explored there yet, and want to know what is 
there.
5,3.2.5 Togetherness (To be with friends)
Interesting thing found in interviews is that in the groups travelling together, 
for example, respondents 2, 3, 4, and 5, respondents 8, 9, and 10, and respondents 11
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and 12, at least one of them had been to South Korea before. Respondent 1, who 
visited South Korea with her husband also referred that it was her husband who 
suggested going to South Korea together, who had been to South Korea before:
“My husband has been on business many times before, and he thought I  
would enjoy it here. So far, we enjoy so (strongly) much, and we are so 
impressed and we think Seoul is so wonderful. ” (Respondent 1, female, aged 
over 55)
Among respondents 8, 9 and 10, respondent 8 had been to South Korea 
before, and she suggested her cousin (respondent 9) and boyfriend (respondent 10) to 
go to South Korea together, because she had ‘the best fun’ and thought they would 
have fun together. Respondent 9 said that as soon as respondent 8 said she will go to 
South Korea again, she wanted to go to South Korea together.
Participants 2, 3, 4 and 5, two married couple over 55, are friends, and 
participants 2 and 3 had been to South Korea twice before, and they visited this time 
again with their friends:
Respondent 2: I t ’s our third time to Korea. Three years ago, we came to 
Korea and this time to be with friends.
Respondent 3: We persuaded them to come to Korea with us.
Respondent 4: ...we were told how nice it was.
Respondent 2 :1 just said how wonderful place it is, Seoul.
Respondent 3: And I  showed them photographs.
Respondent 4: Lots o f photographs.
Respondent 5: Yes, a lot.
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Respondent 2: So they wanted to come with us... we would try to hook it 
coincide with Respondent 4 ’s birthday ...We’ve been seeing things fo r  third 
time, almost same. We are desperate to show friends. You know, look at this, 
look at this, and look at this.
The common factors among those groups are first, they used the words “we” 
“our” “us” more than “I” or “my” during the whole interview, and second, 
interviewees who had been to South Korea before, they wanted to share experiences 
they had with their friends, even though it was not really new for them and 
sometimes they did all the same things they had done when they first visited South 
Korea. Respondents who had not been to South Korea before, also referred that they 
wanted to be with their fiiends and it was one of the reasons to visit South Korea, 
even though they did not exactly know what to expect in South Korea. Therefore, to 
be with friends/family or togetherness seems to be one of the motives for 
interviewees for visiting South Korea. It probably also can be explained by the 
findings that being able to share travel experiences after returning home was reported 
as one of the five key factors in motivating Chinese in making travel decision (Ryan 
& Mo, 2001). Interviewees who travelled together wanted to share the experiences 
they had before, and wanted to travel together, and share it together after they went 
back home with pictures or going to Korean restaurants in the UK together. Correia 
et al (2007) also found out that sharing travel experiences and developing close 
fidendships is one of three push motivational factors for travelling.
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5.4 Ethnic restaurants choice motivations and tourists motivations
Based on the conceptual labels that emerged in the open coding process, the 
relationships between categorisations were identified, in the axial coding process 
(See Figure 5.1). For the purpose of the current research, relationships between 
ethnic restaurant motivation and travel motivation and how they influence each other 
were identified in the axial coding process.
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Ethnic Restaurant 
Choice Motivation
For the memory of 
previous travel
Authenticity
General restaurant 
choice motives 
(food-related. 
Non-food related)
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The results of both interviews regarding ethnic restaurant choice motives and 
tourist motivations combined with existing literature showed that there are common 
motivations between customers’ motivation to visit ethnic restaurant and tourist 
motivation. First, it is for change or escape from daily routine and to experience 
something different or new. Customers want to go to ethnic restaurant to feel some 
change from their daily life, especially through having different food from what they 
usually have in their daily life. Similarly, people decided to travel because they want 
some change in their mundane life and get away from their daily life. Both customers 
of ethnic restaurants such as Korean, Japanese, Thai and Chinese and tourists in 
South Korea consider “differentness” and “something new” as good, fascinating and 
exciting thing. As people want more drastic change, it seems that they tend to find 
more exotic, more unfamiliar places to visit, and this could also be applied to 
customers who visit ethnic restaurants to try more unfamiliar and exotic food.
Second, the most significant motive for both ethnic restaurant customers and 
tourists in South Korea was to experience and leam another culture. Interviewees 
who visit ethnic restaurants considered visiting ethnic restaurants as a way of 
learning and feeling different culture not only by food but also by atmosphere, 
decoration, service, the way the waiter or waitress is dressed and the manner of 
eating, and regarded ethnic restaurant as a cultural space. Likewise, major motivation 
for UK tourists to visit South Korea was for cultural experience, and to leam about 
another culture. As customers in ethnic restaurant regard tasting food from other 
countries is a way of learning and appreciate another culture, UK tourists’ one way 
of experiencing culture in South Korea was trying local Korean food.
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Third, the other reason to visit both ethnic restaurant and exotic travel 
destination such as South Korea seem curiosity, and desire to explore unknown. 
Customers who choose to go to an ethnic restaurant said it was curiosity because it 
was there and they had never tried the food of that ethnic restaurant. Similarly, one of 
the factors for UK tourists to choose to travel to South Korea was curiosity because 
they had never been to South Korea and to see what other part of the world offer 
them.
Fourth, it was for togetherness, to be with friends or family and to spend 
time and share experience together. People both who visit ethnic restaurants and 
travel to South Korea seem to like sharing new experience and talking about it 
together.
In addition, travel itself can be a common motivational factor for both 
visiting ethnic restaurants and travelling. People who visit ethnic restaurants said that 
they enjoyed the fact that they could feel like being in the origin country of the ethnic 
restaurant.
Not only both motivations for visiting ethnic restaurants and travelling have 
similar motives in common, but also they seem to influence each other. In addition to 
give customers an illusion that they are travelling in the origin country while they are 
dining in an ethnic restaurant, trying food of an ethnic restaurant seems to influence 
customers to have more interest in the origin country of the restaurant. For example, 
respondent 9 of interviews about ethnic restaurant said when she is satisfied with the 
food of the ethnic restaurant, she wants to go to the origin country to have the food.
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Respondent 7 and 11 of interviews regarding travel motivation, they said food was 
one of their direct reasons to visit South Korea. Both of them had Korean food before 
they came to South Korea, and because of fondness of Korean food and desire to 
experience Korean food fully were their motivations to come to South Korea.
Conversely, travelling to a country affects people to actively find the 
restaurant of that country in their home country. All interviewees who had not been 
to a Korean restaurant before they visited South Korea said what they would do 
when they went back to UK is to find Korean restaurants. In this case, visiting ethnic 
restaurant becomes one way to remember the previous travel, as respondent 6 of 
interview regarding ethnic restaurant did, who said the only reason to go to Japanese 
restaurant is for the memory of her previous travel to Japan, even though she does 
not like going to restaurants and she lost her taste. Also, travelling to the origin 
country of the food affects customers’ perception of authenticity of an ethnic 
restaurant. Customers who had been to the origin country often complained the 
authenticity of the food in the restaurant in UK comparing the taste of the food in the 
origin country. Even though they had not been to the origin country of the restaurant, 
it seems that people who have a lot of travel experiences have different perceptions 
of the term “authenticity”. For example, while customers who did not have many 
travel experiences considered authenticity as the food cooked by or served by the 
people from the origin country comparing the food in the restaurant with the 
prepared food in supermarket, customers who had been to the origin country consider 
the food as authentic when it has similar taste as they had while they were travelling 
in that country. In the case when they went to the ethnic restaurant but they had not 
been to the origin country, customers who had accumulated many travel experiences
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were careful about using the word authenticity, and they just talked about whether 
they liked the food or not and said they did not know if it is authentic or not. 
Therefore, it seems travel experience influences customers’ preference and 
satisfaction with ethnic restaurants and perception of authenticity.
Given the above, a conceptual frame work for current study was derived from 
the selective coding process, at which point the researcher integrates each dimension 
to produce a theory. The conceptual framework derived from the findings of 
interviews is as follow:
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Motivation
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motivation 
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Figure 5.2 Conceptual framework (Selective coding)
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CHAPTER 6 FINDINGS AND DISCUSSION II: 
INTENTION TO VISIT SOUTH KOREA AND THE 
INFLUENCE OF ETHNIC RESTAURANT EXPERIENCE 
(QUANTITATIVE STAGE)
6.1 Introduction
This chapter presents the findings of the quantitative stage of the study. The 
findings of the qualitative stage guided the development and construction of the 
questionnaire used in this stage. The data were screened for missing values, which 
were excluded in the analysis. The data were then checked for normality of 
distribution and outliers using IBM SPSS software (version 20). Histogram, normal 
Q-Q plot and Boxplot were used to assess the distribution of data and outliers, since 
when the sample is reasonably large (200 or more), it is better to inspect the shape of 
the distribution visually rather than checking the skewness and kurtosis value using 
formal inference tests, which will not make substantive difference in the analysis 
even if it violates the assumptions. With large samples, the significance level of 
skewness and kurtosis is not as important as its actual size and the visual appearance 
of the distribution (Pallant, 2010; Tabachinick and Fidell, 2007). The distribution of 
scores was found to be reasonably normal, so the analyses were progressed using 
parametric techniques (T-test, ANOVA etc.)
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6.2 Socio-demographic profile of the respondents.
British people who had been to Japanese, Thai, Chinese or Korean restaurants 
were recruited via online forums and advertisements to take part in the online survey 
between April and June 2013. Details of the data collection process were presented 
in Chapter 4, Section 4.5.6. A total of 401 responses were collected. The data were 
screened for missing values, and 67 responses with missing values were removed. 
Among the remaining 334 responses, 21 respondents did not give demographic 
information. These responses were excluded in the analysis. The socio-demographic 
characteristics of the 313 respondents are summarised in Table 6.1.
Table 6.1 Socio-demographic profiles of the survey respondents; Overall
Demographics Frequency Percentage Demographics Frequency Percentage
Gender Monthly Personal Income
Male 138 44.1% £750 or less 32 10.2%
Female 175 55.9% £751-£1,250 56 17.9%
Total 313 100% £1,251-£2,500 
£2,501-£5,000
112
89
35.8%
28.4%
Age £5,001 or more 24 7.7%
18-24 56 17.9% Total 313 100%
25-34 94 30.0%
35-44 77 24.6% Living Arrangements
45-54 58 18.5% Living alone 108 34.5%
55-64
65+
Total
21
7
313
6.7%
2.2%
100%
Living alone with dependent 
child(ren)
Living in a committed relationship 
with dependent child(ren)
Living in a committed relationship 
w/o dependent child(ren)
Total
20
100
85
313
6.4%
31.9%
27.2%
100%
Educational Level Occupation
Secondary or equivalent 
Post-Secondary/College/ 
Vocational or equivalent
51
68
16.3%
21.7%
Not-retired
Retired
294
19
93.9%
6.1%
Undergraduate degree 106 33.9% Total 313 100%
Postgraduate degree 83 26.5%
Others 5 1.6%
Total 313 100%
206
Seo Yeon Jang________________ CHAPTER 6 FINDINGS AND DISCUSSION II (QUANTITATIVE STAGE)
As presented in Table 6.1, the sample comprised slightly more females than 
males (females: 55.9%, males: 44.1 %). The largest age group was between 25-34 
(30.0%), followed by age groups 35-44 (24.6%), 45-54 (18.5%), and 18-24 (17.9%). 
The largest proportion of the respondents was educated to undergraduate or 
postgraduate level (60.4%). This is in line with previous studies (e.g. Roseman, 2006; 
Jang et al., 2012; Liu & Jang, 2009) that ethnic restaurant patrons tend to have higher 
education levels. Nearly half of the respondents were in a committed relationship 
(59.1%), and about one-third of the respondents had dependent children (38.3%). 
The largest group of respondents earned a monthly income of £1,251-£2,500 (35.8%).
The respondents were divided into two groups for the purpose of examining 
one of the objectives of the study, which is to examine the influence of Korean 
restaurant experience on intention to visit South Korea. For this comparison, 
respondents were divided into two groups, those who had been to a Korean 
restaurant (Group A) and those that who had not been to Korean restaurants (Group 
B). Nine respondents who had been to South Korea were excluded, as explained in 
Chapter 4. Table 6.2 summarises the respondents’ profiles according to Korean 
restaurant experiences.
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Table 6.2 Socio-demographic profiles of the survey respondents: Group A and Group B
(Excluding respondents who had been to South Korea)
Demographics Group A
(Who had been to Korean 
Restaurants)
(n=102)
Group B
(Who had not been to 
Korean Restaurants) 
(n=202)
Chi-Square (Sig.)
Gender
Male 49 (48%) 80 (39.6%)
X ^l.64 (.200)
Female 53 (52%) 122(60.4%)
Age X^13.619(.018*)
18-24 17(16.7%) 38(18.8%)
25-34 43 (42.2%) 48 (23.8%)
35-44 23 (22.5%) 54 (26.7%)
45-54 11 (10.8%) 44 (21.8%)
55-64 7 (6.9%) 13 (6.4%)
65 or 65+ 1 (1.0%) 5 (2.5%)
Education Level X^35.554 (.000*)
Secondary or equivalent 9 (8.8%) 41 (20.3%)
Post-Secondary/College/
Vocational or equivalent 13 (12.7%) 54 (26.7%)
Undergraduate degree 34 (333%) 69 (342%)
Postgraduate degree 46 (45.1%) 33 (16.3%)
Others 0 (0%) 5 (2.5 %)
Monthly Personal Income X^5.161 (.271)
£750 or less 8 (7.8%) 23 (11.4%)
£751-£1,250 18 (17.6%) 38(18.8%)
£1,251-£2,500 31 (30.4%) 77(38.1%)
£2,501-£5,000 35 (34.3%) 52 (25.7%)
£5,001 or more 10(9.8%) 12 (5.9%)
Living Arrangements X ^  1.633 (.652)
Living alone 40 (39.2%) 65 (32.2%)
Living alone with dependent child(ren) 7 (6.9%) 13 (6.4%)
Living in a committed relationship
with dependent child(ren) 30 (29.4%) 68 (33.7%)
Living in a committed relationship
w/o dependent child(ren) 25 (24.5%) 56 (27.7%)
Occupation X =^ 3.318 (.038*)
Not-retired 100(98%) 186 (92.1%)
Retired 2(2%) 16(7.9%)
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The Chi-square results showed significant differences between the 
respondents who had been to Korean restaurants and who had not in terms of age, 
education level, and occupation. There was a significant difference (x^=13.619, 
;?=0.018) in age groups between the two groups of samples, with a higher proportion 
of younger people in the group of people who had been to Korean restaurants, 
especially in the age group between 25-34. This is consistent with the recent study 
regarding Korean restaurants in the US that more than half of the respondents were 
relatively young, between 18-39 years old (Jang et al., 2012), and also in line with 
the largest group of the total respondents. Reynolds and Hwang (2006) also 
mentioned that today’s younger restaurant customers are seeking bolder, more exotic 
and variety of taste, and are leading the ethnic cuisine dining market. There was also 
a significant difference (x^=35.554, />=0.000) in relation to education level. The 
majority of the respondents who had been to a Korean restaurant had postgraduate 
qualifications (45.1%).
6.3 Other characteristics of the respondents
6.3.1 Food Neophobia Scale
Respondents’ food neophobia was examined using the Food Neophobia Scale 
(FNS), and their food neophobia score was calculated by summing the scores of the 
10 items of the FNS (Pliner & Hobden, 1992). The theoretical range of the FNS 
scores is from a minimum of 10 to a maximum of 70. Negative worded items were 
recoded, then the higher the score, the higher the level of food neophobia of the 
respondent. The mean score for the overall samples was 27.04, ranging from 10 to 62
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(SD=9.314). This suggested that the sample of this study had a relatively lower level 
of food neophobia as compared with those from previous studies, for example, 
Schickenberg et al. (2007) (Dutch sample, mean=30.1), Pliner and Hobden (1992) 
(Canadian sample, mean=34.51), Meiselman et al. (1998) (UK undergraduate student 
sample, mean=29.51), Tuorila et al. (2001) (Finnish sample, mean=33.9), Knaapila 
et al. (2007) (Finnish families sample, mean=30.9, British female twins sample, 
mean= 31.8). This may be due to the nature of the sample, which comprised people 
who had been to ethnic restaurants, who could be assumed to have an interest in 
different food styles.
An independent-sample t-test was performed to test for differences between 
two groups, the people who had been to Korean restaurants (Group A) and the people 
who had not been to Korean restaurants (Group B). Table 6.3 provides a summary of 
the mean scores and the t-test results.
Table 6.3 Comparison of Food Neophobia Scores between Group A and Group B
Min. Max. Mean S.D. t-value (2-tailed sig.)
Total (N=313) 10 62 27.04 9.314
Group A
(who had been to Korean Restaurants, N=102) 10 47 24.55 9.557
t=-3.377
(p=0.001*)
Group B
(who had not been to Korean Restaurants, N=202) 10 62 28.34 9.068
Excluded: 9 respondents who had been to South Korea
Statistical differences were found between the two groups in terms of FNS 
score (p=0.001). Group B had higher mean score for FNS (mean difference= 3.79) 
which implies group B was comparably more reluctant to try novel food than group 
A, who had been to Korean restaurants. Recent market survey on ethnic diners’ use
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of ethnic restaurants in the UK based on 1,872 internet users aged over 16 who visit 
ethnic restaurants showed that while 83% of ethnic diners tried Chinese, 44% tried 
Thai, and 26% tried Japanese, only 9% of respondents tried Korean. The market 
research stated that it is partly due to UK consumers being less familiar with the 
cuisines and partly due to lack of knowledge as to what dishes and flavours are 
encompassed in these cuisine types (Mintel, 2013a). Thus, it supported the findings 
that respondents who had not been to Korean restaurants (Group B) could be 
comparably more reluctant to try novel food than Group A, who had been to Korean 
restaurants. Respondents were divided into three groups using the 33^ ^^  and 66* 
percentile FNS points as cut-off points, which were 22 and 31 respectively. 
Accordingly, respondents were grouped into: the low food neophobia score group 
(10-22); the medium food neophobia score group (23-31); and the high food 
neophobia score group (32-62). A chi-square test was performed to investigate 
further the differences between group A and group B in terms of the FNS categories. 
The results (see Table 6.4) revealed that there was a significant difference (x^=l 1.262, 
j9=0.004) between the two groups in terms of FNS categories. The largest proportion 
of respondents (47.1%) who had been to Korean restaurants was in the low food 
neophobia group, whereas there was a relatively higher proportion in medium 
(37.1%) and high (35.1%) food neophobia groups amongst those who had not been 
to Korean restaurants (See table 6.4).
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Table 6.4 FNS grouping and comparison between Group A and Group B
FNS Category Overall Group A Group B X*(Sig.)
Low (10-22)
Medium (23-31) 
High (32-62) 
Total
105 (33.5%)
108 (34.5%) 
100 (31.9%) 
313(100%)
48 (47.1 %) 56 (27.7%) 11.262
(p=0.004*)
28(27.5%) 75 (37.1 %)
26(25.5%) 71(35.1%)
102 (100%) 202 (100%)
Excluded: 9 respondents 
who had been to South 
Korea
Group A: respondents who had been to Korean restaurants (N=102) 
Group B: respondents who had not been to Korean restaurants (N=202)
As seen in table 6.4, there was a significant difference (x^=l 1.262, p=0.004) 
between group A and group B, which suggests that the respondents with neophilic 
tendencies may try relatively more varieties of and unfamiliar ethnic foods, such as 
Korean, which is relatively new to the ethnic restaurant market compared to the other 
three food styles (Thai, Chinese and Japanese).
6.3.2 Multicultural environment
Findings of the qualitative stage showed that a multicultural environment (e.g. 
working in multicultural company, living in multicultural environment) was 
perceived by participants to influence their motivation to visit ethnic restaurants. 
Therefore, respondents’ general perception of their multicultural environment, in 
terms of working and living environment, was assessed (See table 6.5).
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Table 6.5 Comparison of the multicultural environment between Group A and Group 
B
Total 
(n=313) 
Mean (S.D)
Group A 
(N=102) 
Mean (S.D)
Group B 
(N=202) 
Mean (S.D)
t-value 
(2-tailed sig.)
Excluded (N=9)
Working environment 
Living environment
4.54(1.94) 
4.65 (1.79)
5.27(1.70) 
5.23 (1.59)
4.16(1.98) 
4.39 (1.83)
5.06
(p=0.000*)
4.12
(p=0.000*)
People who 
already had been to 
South Korea
Group A: respondents who had been to Korean restaurants 
Group B: respondents who had not been to Korean restaurants
An independent-sample t-test was also performed to assess any difference 
between respondents who had been to Korean restaurants (Group A) and those who 
had not been to Korean restaurants (Group B). As seen in Table 6.5, there was a 
statically significant difference between the two groups, in terms of their working 
environment (p=0.000) as well as their living environment (p=0.000). Respondents 
who had been to Korean restaurants reported themselves as in a higher level of 
multicultural working environment (mean=5.27, SD= 1.70), as well as living 
environment (mean=5.23, SD=1.59) compared to the working environment 
(mean=4.16, SD=1.98) and living environment (mean=4.39, SD=1.83) of those who 
had not been to Korean restaurants. This could be in line with the previous findings 
that people who live in major cities with cultural diversity have lower scores of food 
neophobia compared to those who live in small cities, countryside and villages 
(Verbeke & Lopez, 2005; Flight et al., 2003), which in turn suggests that people who 
live in such cities tend to try more unfamiliar, novel, and ethnic foods. This may also 
due to the accessibility of Korean restaurants, as Korean restaurants are usually 
located in major cities, rather than provincial towns.
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6.3.3 Travel-related experiences
In the qualitative stages of this study, the findings suggested that previous 
travel experiences and local food experiences while travelling influence motivation 
for visiting ethnic restaurants, either by visiting the ethnic restaurants of the origin 
country that they had visited or by exploring a greater variety of ethnic restaurants 
(See Chapter 5). In the current stage of the study, respondents who had been to South 
Korea were excluded for the objectives of the study (See Chapter 4). However, 
previous studies showed that past general travel-related behaviour has been found to 
be a good predictor of future travel intention (Sonmez & Graefe, 1998; Lam & Hsu, 
2004). Therefore, respondents’ general liking for travelling abroad and local food 
experiences were assessed, and differences between the two groups were compared 
(See table 6.6).
Table 6.6 Comparison of the liking of travelling abroad and experiencing local food 
between Group A and Group B
Total 
(n=313) 
Mean (S.D)
Group A 
(N=102) 
Mean (S.D)
Group B 
(N=202) 
Mean (S.D)
t-value 
(2-tailed sig.)
Excluded (N=9)
Enjoy travel 
Enjoy local food
6.15(1.20)
6.13(1.08)
6.41 (0.93) 
6.51 (0.74)
6.02 (1.31) 
5.95 (1.18)
2.95 (p=0.003*) 
5.12 (p-0.000*)
People who 
already had been to 
South Korea
Group A: respondents who had been to Korean restaurants 
Group B: respondents who had not been to Korean restaurants
Overall, the mean score of the respondents’ level of enjoying travel and local 
food was 6.15 and 6.13 respectively. This indicates that generally, respondents who 
had eaten at ethnic restaurants enjoyed travelling abroad and eating local food while 
travelling. Independent-sample t-test results showed a statistically significant 
difference between the two groups in their level of liking for travel related
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experiences. Group A generally enjoyed travelling abroad more compared with 
group B, as well as enjoyed local food comparably more than group B. This also 
confirms the findings fi*om the qualitative stage that people who had enjoyed more 
travel experiences and local food experiences while travelling tend to seek and try 
more variety of ethnic foods in their home country.
6.4 Intention measurement
Respondents’ intention to visit South Korea was measured by 3 items, and 
overall, the mean value of respondents’ intention to visit South Korea was 3.69 
(SD=1.49) (measured on a 7-point Likert scale with response categories ranging 
from 1= strongly disagree/ extremely unlikely to 7=strongly agree/extremely likely). 
With the item asking their willingness to visit South Korea (Intention 1), the mean 
value was 4.67, (SD=1.76). This indicates that respondents’ have more than average 
willingness to visit South Korea. However, regarding the question asking if they plan 
or would make an effort to visit South Korea, the mean score was lower than average. 
It seems that respondents have a favourable image of South Korea as a travel 
destination, but this translates as a vague, rather than concrete intention (See table 
6.8). To see the relationship between respondents’ characteristics and intention to 
visit South Korea, correlation analyses were performed. As seen in table 6.7, 
statistically significant relationships were found between intention to visit South 
Korea and all personal characteristics, suggesting that the respondents who were less 
neophobic, and who were working/living in a more multicultural environment, and 
enjoy travel and local food experiences tended to have higher intention to visit South 
Korea.
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Table 6.7 Correlation between intention to visit South Korea and personal 
characteristics
FNS W orkingEnvironment
Living
Environment
Enjoy
Travel
Enjoy 
Local Food
Intention to Pearson Correlation -.166 0.250 0.248 0.331 0.286
visit S. Korea Sig. (2-tailed) 0.004** 0.000** 0.000** 0.000** 0.000**
In addition, to explore whether demographic variables influenced intention to 
visit South Korea, a series of independent sample t-tests (e.g., gender) and analysis of 
variance (ANOVA) tests (e.g., age, income, educational level and living arrangement) 
were used to compare among demographic groups. ANOVA tests indicated that there 
is a significant difference between groups regarding educational level. Post-hoc tests 
showed that the respondents who had postgraduate degree had significant differences 
with respondents in all of other education categories: secondary or equivalent (mean 
difference=1.22, p=0.000), post-secondary/college/vocational or equivalent (mean 
difference=1.07, ^=0.000), and undergraduate (mean difference=0.62, p=0.037). 
Respondents holding a postgraduate degree gave higher scores than respondents with 
other education groups showing that respondents with higher education attainment 
were more likely to have higher intention to travel to South Korea. This is in line 
with the participants of the second stage of interview, who were travelling in South 
Korea. Most of them tended to have higher educational level. It would probably 
reflect that people with more educational background tend to travel more for the 
desire to learn another culture (Warde & Martens, 2000). No significant difference 
was found in terms of gender, age, income and living arrangements regarding 
intention to visit South Korea.
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To compare the differences between respondents who had been to Korean 
restaurants and who had not been to in terms of intention to visit South Korea, t-tests 
were performed. The mean value of overall intention for the respondents who had 
been to Korean restaurants (Group A) and respondents who had not been to Korean 
restaurants (Group B), was 4.57 (Group A) and 3.25 (Group B). Table 6.8 
summarises the mean scores and the t-test results, comparing the two groups on the 
various measures of intention to visit South Korea.
Table 6.8 Comparison of the intention to visit South Korea between Group A and 
Group B
Total 
(N=304) 
Mean (S.D)
Group A 
(N=102) 
M ean (S.D)
Group B 
(N=202) 
M ean (S.D)
t-value 
(2-tailed sig.)
Excluded (N=9)
Intention (Overall) 
Intention 1 (willingness) 
Intention 2 (plan) 
Intention 3 
(make an effort)
3.69 (1.49) 
4.67 (1.76) 
3.13 (1.60)
3.27 (1.62)
4.57(1.35)
5.40(1.47)
4.14(1.49)
4.16(1.58)
3.25 (1.37) 
4.31 (1.78) 
2.62(1.42)
2.83 (1.45)
7.95 (p=0.000*) 
5.35 (p=0.000*) 
8.64 (p=0.000*)
7.12 (p=0.000*)
People who 
already had been 
to South Korea
Group A: respondents who had been to Korean restaurants 
Group B: respondents who had not been to Korean restaurants
Statistical differences were found between the two groups in their intention to 
visit South Korea, in respect of all items measuring intention. Group A comprising 
those who had been to a Korean restaurants has a higher level of, and more than 
average of intention to visit South Korea than group B. Thus, respondents who had 
been to Korean restaurants seem to have a higher level of intention, willingness, to 
plan a trip and make the effort to visit South Korea.
In addition, for respondents who had not been to Korean restaurants, an 
additional question regarding how much they are willing to try Korean restaurants 
was asked to investigate any difference between respondents who were willing to try
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Korean restaurants but could not go and those who had less interest in trying Korean 
restaurant, with respect to intention to visit South Korea. This is due to the findings 
from the qualitative stages that participants who had not been to Korean restaurants 
often mentioned that they wanted to try Korean restaurants but simply they had no 
chance to go or they could not find a Korean restaurant nearby. Pearson correlation 
coefficient was used to investigate the relationship between the respondents’ 
likelihood to try Korean restaurants and intention to visit South Korea. The results 
are summarised in Table 6.9.
Table 6.9 Correlation between likelihood to visit Korean restaurants and intention to 
visit South Korea
Intention 1 
(willingness)
Intention 2 
(plan)
Intention 3 
(make an effort)
Intention
(Overall)
Likelihood to visit KR Pearson Correlation 0.589 0.334 0.361 0.499
(n=202) Sig. (2-tailed) 0 . 0 0 0 * * 0 . 0 0 0 * * 0 . 0 0 0 * * 0.000**
There were significant positive correlations between the respondents’ 
willingness to try Korean restaurants and intention to visit South Korea. There was 
especially strong positive correlation with intention l(r=0.589, p=0.000) (regarding 
the respondents’ willingness to travel to South Korea), with high levels of likelihood 
to visit Korean restaurants associated with higher willingness to visit South Korea. In 
order to investigate the relationship between the respondents’ likelihood to try 
Korean restaurants and personal characteristics, to examine who is likely to come to 
Korean restaurants more, Pearson correlation coefficient was used. The results are 
summarised in Table 6.10.
218
Seo Yeon Jang________________CHAPTER 6 FINDINGS AND DISCUSSION II (QUANTITATIVE STAGE)
Table 6.10 Correlation between likelihood to visit Korean restaurants and personal 
characteristics
FNS WorkingEnvironment
Living
Environment
Enjoy
Travel
Enjoy 
Local Food
Likelihood to 
visit KR Pearson Correlation -.485 0.101 0.092 0.263 0.286
(n=202) Sig. (2-tailed) 0.000** 0.157 0.196 0.000** 0.000**
Significant negative correlation was found between the respondents’ 
willingness to try Korean restaurants and FNS (r=-.485, /?=0.000), suggesting that 
people with lower level of food neophobic tendency were relatively more willing to 
try Korean restaurants. While there was no statistically significant relationship 
between willingness to go to Korean restaurants and working/living environment, 
there was significant positive correlation between travel-related characteristics. 
Respondents who enjoyed travel more (r=.263, p=0.000), and who enjoyed local 
food more while travelling (r=.286, p=0.000), tended to have more willingness to try 
Korean restaurants. This confirmed the findings firom the qualitative stage of the 
study that people who had more travel experiences and who enjoyed local food 
experiences while they were travelling tended to seek a greater variety of ethnic 
foods in their home country.
To explore whether demographic variables influenced respondents’ 
willingness to visit Korean restaurants, t-tests and ANOVA tests were conducted. 
ANOVA tests indicated that there is a significant difference between groups 
regarding living arrangements. Post-hoc tests showed that respondents who were 
living in a committed relationship with dependent children had significant 
differences with respondents who were living alone (mean difference=0.68, p=0.025), 
with having higher willingness to visit Korean restaurants. No significant difference
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was found with other demographic factors. In the qualitative stage of the study, one 
of the reasons for participants to go to ethnic restaurants was to have good time and 
increase kinship with family. Probably this could be the reason why respondents who 
were living in a committed relationship with dependent child (ren) had comparably 
higher willingness to try Korean restaurants.
6.5 Estimation of variables in the TPB
6.5.1 Belief composites
As previously mentioned and reviewed in Chapter 3, the theory of planned 
behaviour (TPB) model was adopted to evaluate people’s intention to visit South 
Korea. In the TPB model, behavioural intention is influenced by three sets of beliefs: 
behavioural beliefs; normative beliefs; and control beliefs. In this study, beliefs about 
travelling to South Korea were explored following the structure of questionnaire 
guidelines suggested by Ajzen (2002), in line with the results of the elicitation survey 
(Chapter 4). In addition, an independent-sample t-test was performed with individual 
belief items to test any difference between respondents who had been to Korean 
restaurants and who had not been to Korean restaurants, as well as to see which 
attribute is more important to which group. Detailed results for each of the beliefs are 
presented in Table 6.11.
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Table 6.11 Mean values of beliefs’ items and comparison between two groups
Components Questions Items
Total
Mean
(S.D)
Group A 
Mean 
(S.D)
Group B 
Mean 
(S.D)
t-value 
(2-tailed sig.)
Beliefs about the Different culture 6.07(1.14) 6.26 (0.78) 5.97(1.27) 2.486 (.013*)
outcome of the 
behaviour Korean food 5.93 (1.17) 6.22 (0.85) 5.79(1.28)
3.434 (.001*)
Attitude
l^Extremely
Unlikely
7=Extremely
Likely
Different lifestyle 
(Cultural/historical) attractions 
New (travelling) experience
5.87(1.17) 
5.98 (1.14) 
6.08 (1.10)
6.01 (1.00) 
6.15 (0.93) 
6.30 (0.83)
5.79 (1.24) 
5.90(1.23) 
5.97 (1.20)
1.645 (.101) 
1.939 (.054) 
2.821 (.005*)
Evaluations of 
outcomes of the 
behaviour
Different culture 
Korean food
5.99(1.19) 
5.85 (1.25)
6.28 (0.89) 
6.25 (0.94)
5.84(1.29)
5.64(1.33)
3.485 (.001*) 
4.651 (.000*)
1 =Extremely 
Unlikely 
7-Extremely 
Likely
Different lifestyle 
(Cultural/historical) attractions 
New (travelling) experience
5.92(1.12) 
5.98 (1.11) 
6.04(1.16)
6.19(0.98)
6.24 (0.92) 
6.28 (0.92)
5.79(1.17) 
5.85 (1.18) 
5.92(1.24)
3.126 (.002*) 
3.139 (.002*) 
2.904 (.004*)
Normative beliefs Family 4.67 (1.69) 5.10(1.39) 4.46(1.78) 3.406 (.001*)
Subjective
1 -  Disapprove 
7= Approve
Friends
Colleagues
4.96(1.56)
4.60(1.80)
5.51 (1.33) 
5.01 (1.62)
4.67 (1.60) 
4.39(1.86)
4.823 (.000*) 
2.743 (.007*)
Norm Motivation to 
comply
7 = Disapprove 
7= Approve
Family 4.42(1.83) 4.54(1.81) 4.36(1.83) 0.845 (.399)
Friends
Colleagues
4.32(1.73)
3.70(1.84)
4.77(1.62) 
4.11 (1.76)
4.09(1.75)
3.48(1.85)
3.285 (.001*) 
2.677 (.008*)
Control belief Cost 5.30(1.46) 5.09 (1.51) 5.41 (1.42) -1.798 (.073)
power Language 5.16(1.66) 4.65 (1.81) 5.42(1.53) -3.878 (.000*)
Distance 4.70(1.75) 4.41 (1.74) 4.85 (1.74) -2.047 (.041)
1 ^ Strongly 
Disagree
Lack of enough Time 
Lack of Information
4.04(1.79)
4.08(1.67)
4.09(1.84)
3.62(1.63)
4.01 (1.77) 
4.32 (1.64)
0.359 (.720) 
-3.502 (.001*)
Perceived
Behavioural
Control
7=Strongly Agree Political situation 4.48(1.84) 3.89(1.82) 4.78(1.78) -4.060 (.000*)
Control belief 
strength
Cost
Language
5.61 (1.49) 
3.92(1.72)
5.61 (1.35) 
3.75 (1.77)
5.60(1.56)
4.00(1.69)
0.021 (.983) 
-1.197 (.232)
Distance 4.19(1.80) 4.28(1.79) 4.15(1.81) 0.617 (.537)
1 = Extremely 
Unlikely 
7= Extremely 
Likely
Lack of enough Time 
Lack of Information 
Political situation
4.39(1.82)
4.16(1.67)
4.62(1.86)
4.63 (1.67) 
3.98 (1.57) 
4.19(1.86)
4.27(1.89)
4.26(1.71)
4.84(1.83)
1.604 (.110) 
-1.365 (.173) 
-2.906 (.004*)
Group A: Respondents who had been to Korean restaurants (N=102) 
Group B: Respondents who had not been to Korean restaurants (N=202)
As shown above, respondents generally had favourable behavioural beliefs 
towards visiting South Korea, believing that visiting South Korea would enable them 
to experience a different culture, Korean food, a different life style, to visit 
cultural/historical attractions and to have new travelling experiences. They perceived 
these attributes as good and desirable. They generally believed that all relevant
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referents, family, friends and colleagues would have a favourable opinion for them to 
visit South Korea, although they had comparably lower motivation to comply with 
colleagues’ opinion than family and friends. In terms of control beliefs, they 
perceived that the cost of travel to South Korea would act as a barrier to visit. 
Respondents generally believed that the political situation between North Korean and 
South Korea would influence their decision to visit South Korea, and while this main 
survey was conducted (April to June), when the political situation was unstable, and 
when North Korea were preparing to launch missiles and warning foreigners in 
South Korea to evacuate the country in case of war (e.g. North Korea: Foreigners 
should evacuate South Korea, (BBC, 2013)). This conflict between North Korea and 
South Korea was broadcast as major news in April. This might have affected the 
results of respondents’ control beliefs while this study was conducted.
In terms of comparison between two groups, there were no statistically 
significant differences in beliefs about experience of different life styles and visiting 
cultural/historical attractions, regarding beliefs about the outcome of the behaviour. 
However, statistically significant outcomes were found between the two groups in 
their outcome beliefs regarding experiencing a different culture (p=.013), exploring 
Korean food (p=.001) and having new travelling experiences (p=.005). Group A, 
who had been to Korean restaurants, tended to have higher levels of outcome beliefs 
about travelling to South Korea in terms of experiencing different culture 
(mean=6.26), Korean food (mean=6.22) and having new experiences (mean=6.30). 
Statistically significant differences were found between the two groups in evaluation 
of all these outcomes. Group A reported higher level of positive evaluation about all 
the outcome beliefs (p<0.05). Group A generally evaluated that visiting South Korea
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to explore different culture, Korean food, lifestyle, cultural/historical attractions and 
to have new experience is more favourable than respondents in group B. In regard to 
normative beliefs, there were significant differences between group A and group B, 
and group A generally believed that all the relevant referents, family, friends and 
colleagues have more positive opinion than group B, and they generally had a higher 
level of motivation to comply, especially with the wishes of friends (m=4.77) and 
colleagues (m=4.11). Lastly, regarding control power, statistically significant 
differences in regard to language (p=.000), lack of information (p=.001) and political 
situation (p=.000) were found. Group B, who had not been to Korean restaurant 
generally perceived these attributes more difficult for them to visit South Korea than 
group A. In terms of strength of control belief, there was statistically significant 
difference between two groups, regarding political situation (p=.004). Group B 
(m=4.84) perceived that the political situation in Korea would influence them more 
to make it difficult to visit South Korea than Group A (4.19).
6.5.2 Estimation of model elements
These belief-based indicators are assumed to be correlated with direct 
indicators of attitude, subjective norm and perceived behavioural control. To test the 
degree of association between beliefs and the direct indicators of the TPB model, a 
Pearson correlation test was carried out. The belief-based indicators were calculated 
following Azjen’s (2002) suggested expectancy-value formulations, which are 
expressed as Equations 1) to 3):
rig oc Z  bi6i 1)
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bi = behavioural belief strength 
6i = outcome evaluation
Hi = normative belief strength 
rrii = motivation to comply
S N  OC.Y, niTYii 2)
PBC  oc 2  CiPi 3)
Ci = control belief strength 
Pi = control belief power
To compute beliefs, negative-worded items were reversed (Pallant, 2010). Figure 6.1 
shows correlation coefficients among indicators for external consistency.
Behavioural
Beliefs
r^.627
p=.000
Attitude
Normative r=.446 Subjective
Beliefs Norm
>
p=.000
Intention
' /  \
Control r=-.281 Perceived
Beliefs
p=.000
Behavioural
Control
**Correlation is significant at the 0.01 level
Figure 6.1 Correlation analysis results: Belief-based and direct indicators
As shown in Figure 6.1, attitude and the behavioural beliefs (.627), subjective 
norm and normative beliefs (.446) and perceived behavioural control and control 
beliefs (.281) showed significant correlations. This implies that respondents’ 
behavioural beliefs, normative beliefs about travelling to South Korea were strongly 
associated with their attitude towards travelling to South Korea, with less strong
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association between perceived behavioural control and control beliefs. Thus, the 
assumptions of the model were confirmed.
6.5.3 Correlation analysis and reliability
To examine the relationship between independent variables and to assess the 
construct validity of the TPB model, Pearson correlation analysis was performed. 
Table 6.12 shows the correlation coefficients among variables. In addition to four 
major model components (intention, attitude, subjective norm, perceived behavioural 
control), additional variables such as FNS score and past general travel experiences 
were also included in the correlation analysis. As mentioned in Chapter 1, for some 
people, food can be an impediment for travelling to a destination due to the 
unfamiliar local food, and ethnic restaurants in their home country could help reduce 
the fear of having unfamiliar local food in a travel destination. Therefore, the FNS 
score was used as an additional variable to see if it contributes to prediction of 
intention to travel to South Korea.
Although respondents who already had been to South Korea were excluded in 
the analysis, previous studies have shown that one of the best predictors of 
behavioural intention and future behaviour is the past relevant behaviour, and 
variance in explaining behavioural intention increased when past behaviour was 
added into the TPB model (Quellette & Wood, 1998). In tourism research, past 
relative behaviour has been found to be a good predictor of future behavioural 
intention (e.g. Sonmez & Graefe, 1998; Lam & Hsu, 2004; Lam & Hsu, 2006;
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Sparks, 2007). Thus, general travel experience was also included as an additional 
variable.
Table 6.12 Correlation matrix
Perceived Travel
Intention Attitude
Subjective
Norm
Behavioural
Control
FNS Experience
Intention 1
Attitude .593" 1
Subjective
Norm .411" .411" 1
Perceived
Behavioural .562" .425" .285" 1
Control
FNS -.160" -.341" -.027 -.180" 1
Travel
Experience .366" .242" .138* .299" -.370" 1
**Correlation is significant at the 0.01 level, *Correlation is significant at the 0.05 level.
Table 6.12 shows that intention was highly correlated with attitude (0.593) 
and perceived behavioural control (0.562), and had significant relationship with 
subjective norm. Also, attitude has significant relationship with subjective norm and 
perceived behavioural control. The behavioural intention in TPB model is predicted 
by these three variables and these three variables influence each other, (Ajzen, 2002), 
thus their strong correlation can be explained. There were significant negative 
relationships between FNS and intention (-0.160), attitude (-0.341) and perceived 
behavioural control (-0.180), which implies that for respondents who were neophobic, 
they had a comparatively lower positive attitude toward travelling to South Korea, 
and perceived it more difficult to visit South Korea and the intention to visit South 
Korea tended to be lower. In contrast, travel experience had a significant medium 
correlation with intention (0.336), attitude (0.242), and perceived behavioural control 
(0.299). This implies that respondents who enjoy the experience of travelling tended
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to have a higher positive attitude towards visiting South Korea, perceiving it to be 
relatively less difficult and having a higher intention to travel to South Korea. In 
addition, experience of travelling in the past had a medium negative correlation with 
FNS scores (-0.370), which suggests that people who enjoyed experiences of travel 
more, tended to be more neophilic or less neophobic. As mentioned above, food can 
influence people’s travel intention and past relevant experience can be a useful 
variable in TPB model. Thus, these relationships can be explained.
The correlation among each of the independent variables as not high (lower 
than 0.7), thus construct validity for the TPB model was established, and the 
multicollinearity assumption for regression analysis was not violated (Pallant, 2010).
In addition, the reliability of the model was assessed using Cronbach’s alpha, 
which reflects the level of mean inter-item correlations weighted by variance (Pallant, 
2010). As shown in table 6.13, Cronbach’s alpha for the six independent variables of 
the model ranged from 0.768 to 0.966, higher than recommended cut-off value of 0.7 
(Hair et al., 2010).
Table 6.13 Means, standard deviations, and construct reliability (TPB)
Factors Mean S.D. Cronbach’s a
Attitude 5.25 1.362 0.966
Subjective Norm 4.87 1.631 0.820
Perceived 
Behavioural Control 4.14 1.617 0.768
Intention 3.69 1.493 0.879
27.04 9.314 0.837
(N=304)
The high Cronbach’s alpha values showed a good level of internal scale 
consistency. Thus, the reliability of the TPB model was confirmed.
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6.5.4 T-test for dependent and independent variables
In addition, an independent-sample t-test was performed to test any difference 
in the variables between respondents who had been to Korean restaurants and who 
had not been to Korean restaurants. Table 6.14 summarises the mean scores and the 
t-test results.
Table 6.14 Results of independent-sample t-tests
Infcntion
Attitude
Subjective Non
Perceived
Behavioural
Control
Total Mean 
(S.D.) 
(N=304)
Group A Mean 
(S.D) 
(N=102)
Group B Mean 
(S.D) 
(N=202)
t-value 
(2-tailed sig.
3.69 4.57 3.25 7.945
(1.493) (1.346) (1.368) (.000*)
5.25 5.75 5.01 4.945
(1.362) (1.129) (1.404) (.000*)
4.87 5.41 4.60 4.524
(1.631) (1.360) (1.691) (.000*)
4.14 4.84 3.78 5.627
(1.617) (1.490) (1.567) (.000*)
Statistical differences were found between the two groups in their intention to 
visit South Korea, as well as in all independent variables (attitude, subjective norm, 
perceived behavioural control). Group A reported a higher level of intention to visit 
South Korea as compared with Group B, as well a more positive attitude and 
subjective norm. In addition, group A had higher level of perceived behavioural 
control than Group B, which means that Group A felt less difficulty to visit South 
Korea, compared to group B.
6.5.5 Regression analysis
The validity and reliability of independent variables was confirmed, and the 
relationship between calculated beliefs and direct measurement of the TPB model
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was tested through Pearson’s correlation coefficient, confirming the assumption of 
the model. Accordingly, standard multiple regression analyses were carried out to 
assess the relationship among the independent variables as well as how well the set 
of variables in the TPB model predicted intention to visit South Korea, using mean 
values of the independent variables (i.e. attitude, subjective norm and perceived 
behavioural control) as well as of the dependent variable (i.e. intention). In all 
analyses, the tolerance value was larger than 0.10, and the variance inflation factor 
(VIF) value was lower than 10. This confirmed that the multicollinearity assumption 
for multiple regression analysis was not violated (also examined in the correlation 
analysis discussed in 6.4.3).
First, the original theory of planned behaviour (TPB) model was assessed for 
all respondents, which includes three independent variables: attitude, subjective norm 
and perceived behavioural control. The result of the regression analysis for original 
TPB model is summarised in Table 6.15.
Table 6.15 Result of regression analysis: Intention to visit South Korea (Original TPB, 
all respondents, N=304)
B Std. E rro r Beta T Sig.
Constant -.2.51 .270 -.931 .353
Attitude .400 .056 .370 7.158 .000
Subjective Norm .007 .002 .156 3.190 .002
Perceived .346 .046 .368 7.472 .000
Behavioural
Control
R 0.701
R: 0.492
Adjusted R* 0.486
F 84.265
Sig 0.000
df 3
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As shown in Table 6.15, the regression model reaches statistical significance 
(p=0.000). The adjusted R Square value is 0.486, which means that the independent 
variables (attitude, subjective norm and perceived behavioural control) of the TPB 
model explained approximately 48.6 per cent of the variance in the dependent 
variable, intention. All independent variables had a significant unique contribution to 
the prediction of intention to visit South Korea, with significance values less than 
0.05 (e.g. attitude=0.000, subjective norm=0.002, and perceived behavioural 
control=0.000). Attitude had the largest beta coefficient (0.370), followed by 
perceived behavioural control (0.368) and subjective norm (0.156). This suggests 
that attitude makes the strongest unique contribution to explaining the intention to 
visit South Korea (Pallant, 2010).
To compare variations on the TPB model, additional variables were added 
into the original TPB model. First, the FNS score was added to the original TPB 
model, but it did not show a significant influence on intention prediction (y^=0.048, 
/>=0.318). Also multicultural environment did not make a significant influence on 
prediction of intention. On the other hand, travel experience made a significant 
unique contribution (y5=0.164, />=0.000) to explaining the dependent variable, 
intention, as shown in table 6.16.
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Table 6.16 Result of regression analysis: Intention to visit South Korea (Adding travel 
experience into TPB model, all respondents, N=304)
B Std. E rro r Beta T Sig.
Constant -1.374 .414 -3.317 .001
Attitude .381 .055 .355 6.909 .000
Subjective Norm .007 .002 .151 3.142 .002
Perceived
Behavioural Control .303 .047 .319 6.406 .000
Travel Experience .231 .065 .164 3.565 .000
R 0.716
R: 0.512
Adjusted R* 0.505
F 67.496
Sig 0.000
df 4
With the additional independent variable, travel experience, the model 
explained approximately 50.5% of the variance of intention to travel to South Korea 
(adjusted = .505) increasing the predictive power of the model by about 2% (48.6% 
to 50.5%). This result is in line with previous research (Lam & Hsu, 2004; Lam & 
Hsu, 2006) which used past behaviour as an additional variable in a tourism context 
and found that past behaviour was a significant predictor of travellers’ intention to 
choose a destination, although the correlation was relatively weak (p= between 0.11 
to 0.22).
Armitage and Conner (2001) reviewed 185 published independent studies 
which adopted TPB to predict intention, and they found that overall the TPB 
accounted for around 39% of the variance {R^- .39) in intention, with weaker 
correlation between subjective norm-intention compared to the relationships of other 
variables with intention. This study has a similar result of weaker significance of the 
subjective norm with intention. More recently, in the tourism context, the TPB model 
was adopted in an online survey to measure intention to visit Australia, among
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respondents in South Korea, China and Japan (Quintal et al., 2010). The extended 
model, which examined the impacts of perceived risk and perceived uncertainty on 
the antecedents of intention (attitudes toward visiting Australia and perceived 
behavioural control), explained between 21 to 44 % of the variance in intentions 
(South Korea 0.21, Japan i?^=0.34, China R=QA4). Thus, with R square of 0.492 
for the original TPB model and 0.512 for the variation of TPB model, the TPB model 
of the current study explains the intention to visit South Korea comparably well.
Multiple regression analyses were performed separately in each group, 
respondents who had been to Korean restaurants (Group A) and respondents who had 
not been to Korean restaurants (Group B), to compare the model in each group. The 
original TPB model and the TPB model including additional variables were assessed 
in each group.
232
Seo Yeon Jang CHAPTER 6 FINDINGS AND DISCUSSION II (QUANTITATIVE STAGE)
Table 6.17 Comparing the variation amongst regression models (Group A and Group B)
Group A (N=102) Group B (N=202)
B SE Beta T Sig. B SE Beta T Sig.
Constant 642 .606 1 060 292 -049 297 - 164 .870
AT .339 .105 .300 3.219 .002 .393 .063 .416 6.275 .000
The SN .010 .003 .254 2.892 .005 .003 .003 .069 1.082 .281
Original PBC .274 .084 .297 3.258 .002 .305 .054 .350 5.633 .000
TPB R .606 .667
Model R:
Adj. R: 
F
Sig
df
.368
.346
17.058
0.000
3
.445
.435
.997
0.000
3
B SE Beta T Sig. B SE Beta T Sig.
Constant -.342 .698 -.491 .625 .023 .476 .048 .692
AT .394 .104 .348 3.778 .000 .395 .068 .421 5.842 .000
SN .008 .003 .198 2.250 027 .003 .003 .066 1.012 .313
Adding 
FNS into
PBC .292 .082 .317 3.577 .000 .297 .056 .337 5.335 .000
FNS .030 .012 225 2.605 .011 -001 .009 -008 -.120 .905
TPB R
R:
Adj. R: 
F
Sig
df
.643
.413
.386
15.332
0.000
4
.663
.439
.426
32.488
0.000
4
B SE Beta T Sig. B SE Beta T Sig.
Constant -.081 1.001 -.081 .936 -1.117 .447 -2.499 .013
AT .329 .109 .288 3.024 .003 .382 .061 .407 6.222 .000
SN .010 .003 .256 2.903 .005 .003 .003 .062 .991 .323
Adding PB( .260 .087 .281 3.001 .004 .265 .055 .300 4.814 .000
Travel TE .130 .156 .076 .832 .408 .218 .067 .189 3.238 .001
Exp. 
into TPB
R
R:
Adj. R^
F
Sig
df
.614
.377
.348
13.012
0.000
4
.687
.472
.460
37.154
0.000
4
B SE Beta T Sig. B SE Beta T Sig.
Constant -2.261 1.276 -1.772 .080 -1.554 .652 -2.385 .018
AT .454 .108 .381 4.200 .000 .408 .065 .419 6.277 .000
SN .016 .085 016 .185 .854 .075 .052 .093 1.444 .150
Adding PBC .297 .079 .328 3.736 .000 .230 .053 .264 4.377 .000
both FNS FNS .040 .012 .286 3.274 .001 .009 .003 .059 .969 .334
and TE .230 .163 .127 1.411 .161 .189 .071 .159 2.681 .008
Travel 
Exp. Into 
TPB
R
R:
Adj. R: 
F
Sig
df
.630
.397
.358
10.303
0.000
5
.673
.453
.436
26.658
0.000
5
As shown in Table 6.17, all of the regression models are statistically 
significant (p=0.000). First, in the original TPB model, the independent variables
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(attitude, subjective norm and perceived behavioural control) explain approximately 
35 per cent of the variance in dependent variable, intention (adjusted = 0.346), for 
group A. For Group B, respondents who had not been to Korean restaurants, the 
independent variables explain 43.5 per cent of the variance in dependent variable 
(adjusted R^=0.435). For both groups, attitude (AT) makes the strongest unique 
contribution to explaining the intention to visit South Korea (y9=0.300 (Group A), 
y5=0.416 (Group B)).The significance value of two independent variables, attitude 
(AT) and perceived behavioural control (PBC) is less than 0.05 (e.g. attitude=0.002 
(Group A), 0.000 (Group B) and perceived behavioural control=0.002 (Group A), 
0.000 (Group B)), indicating that these two variables are making significant unique 
contribution to the prediction of intention for both group (Pallant, 2010). However, 
while subjective norm (SN) makes a unique contribution to explaining the intention 
to visit South Korea for group A, it does not have significant influence on intention 
for group B (p=0.005 (Group A), p=0.281 (Group B)). It may imply that for 
respondents who had been to Korean restaurants were more influenced by their 
referents in terms of visiting South Korea. This could be explained by the results of 
the interviews, where social environment including where the participants live and 
who they are interacting with was an important factor influencing people to visit 
ethnic restaurants. In the same context, respondents who had been to Korean 
restaurants might have more interaction with people who favour trying Korean 
restaurants, and probably also travelling to South Korea, which was confirmed by the 
independent sample t-test of individual belief items elaborated in section 6.4.1 (See 
Table 6.11). Significant differences were found between group A and group B 
regarding normative beliefs. Group A generally believed that all the relevant 
referents had more positive opinions toward travelling to South Korea than group B,
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as well as generally had higher motivation to comply with the opinion of those 
referents. This might be the reason that subjective norm had significant influence on 
group A.
Secondly, with additional variable, FNS, the TPB model explained the 
intention with 38.6 per cent of the variance (adjusted R^=0.386), and the FNS made a 
significant contribution to explaining the intention for Group A. However, FNS does 
not have unique contribution to explaining the intention for Group B. For Group A, 
FNS has positive contribution to explaining the intention to visit South Korea. It 
suggests that for the respondents who have neophobic tendency, their intention to 
visit South Korea was comparatively higher. It sounds paradoxical, but considering 
that the respondents of group A were those who had been to Korean restaurants, 
experiencing Korean food in Korean restaurants might have helped people with 
neophobic tendency to reduce the fear of having Korean food in South Korea, which 
in turn contributes to their intention to visit South Korea.
Thirdly, while with additional variable, travel experience, the TPB model 
explains approximately 35 per cent of the variance (adjusted R^=0.348) for group A, 
it explains 46 per cent of the variance (adjusted R^=0.460) for group B. Travel 
experience has significant unique contribution to the prediction of the intention, only 
for group B (p=.001, y?=0.189). This implies that for respondents who had not been to 
Korean restaurants, the more the respondents enjoy travel, the higher intention they 
have to visit South Korea.
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Lastly, both FNS and travel experience were added to the TPB model as 
additional variables. For group A, five independent variables (attitude, subjective 
norm, perceived behavioural control, FNS and travel experience) explain 
approximately 36 per cent of the variance in dependent variable, intention (adjusted 
= 0.358). For Group B, the independent variables explain 43.6 per cent of the 
variance in dependent variable (adjusted R^=0.436). For both groups, attitude (AT) 
makes the strongest unique contribution to explaining the intention to visit South 
Korea, with stronger contribution to Group B compared to group A (>5=0.381 (Group 
A), )5=0.419 (Group B)). While attitude (p=0.000), perceived behavioural control 
(p=0.000) and FNS (p=0.001) are making significant unique contribution to 
prediction of intention for group A, attitude (p=0.000), perceived behavioural control 
(p=0.000) and travel experience (p=0.008) make unique contributions for group B.
As seen in table 6.17, for group A, who had been to Korean restaurants, TPB 
model with the additional independent variable FNS had the strongest predictive 
power (adjusted R  ^= 0.386) for intention to visit South Korea, while the TPB model 
with travel experience as an additional independent variable had the strongest 
predictive power for group B, who had not been to Korean restaurants. In both cases, 
it suggests that the respondents who had exposure to different experiences tended to 
have more intention to travel to South Korea. Familiarity with foods can decrease 
food neophobia (Pliner & Hobden, 1992), thus the respondents who had a neophobic 
tendency, but tried Korean food, had more intention to visit South Korea, probably as 
a result of reduced fear of having local food in South Korea. Likewise, a greater 
general exposure to cultural diversity is associated with lower food neophobia (Flight 
et al., 2003). This could explain why the additional variable of travel experience had
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unique contribution to prediction of intention to travel to South Korea for 
respondents who had not been to Korean restaurants and who had generally higher 
food neophobic tendency (See section 6.3.1) compared to those who had been to 
Korean restaurants. Respondents who enjoyed travel more had a higher intention to 
visit South Korea and their general exposure to cultural diversity by travelling might 
reduce the fear of having food, which could also influence the intention to visit South 
Korea. The results of correlation analyses (See section 6.4.3.) also showed that 
experience of travelling in the past had a medium negative correlation with FNS 
scores, which implies that people who enjoyed experiences of travel more, tended to 
be more neophilic or less neophobic.
6.6 Motivational factors for ethnic restaurant choice
A 24-item motivational scale was developed to elicit the motivational factors 
underlying respondents’ visiting ethnic restaurants. The development of the scale 
was based on the findings of the qualitative stage of the study (Chapter 5), as well as 
the results of the pilot study (Chapter 4). Respondent rated the items using a 7-point 
Likert scale (l=Strongly Disagree, 7=Strongly Agree). All items had a mean score 
over 4, which suggests that all the items were of some importance (See Table 6.18).
6.6.1 Exploratory factor analysis (EFA)
Exploratory factor analysis (EFA) using a principal components extraction 
with varimax rotation was undertaken on 24 motivational items to assess the 
underlying dimensions of the developed scale. Adopting Kaiser’s criterion, only
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factors with an eigenvalue of 1.0 or more were retained and items with a factor 
loading of lower than 0.40 were eliminated in a factor to obtain meaningful 
constructs (Pallant, 2010, Anderson & Gerbing, 1988). The results are summarised in 
Table 6.18.
Table 6.18 Results of the exploratory factor analysis
Factors & Items FactorLoading Mean S.D.
G rand
Mean
Eigen­
value
Cronbach’s 
a
Variance
Explained
Factor 1- Novelty, Learning & 
Culture
To increase my knowledge about 
different cultures.
To experience another culture.
To be adventurous in trying out a 
variety of foods.
To see other people’s way of life. 
To discover something new.
Out of curiosity, to explore 
something I don’t know well.
To have a meal in a more 
authentic ambience/environment. 
Factor 2-General Restaurant 
Attributes
To dine in a restaurant that 
provides good service.
To dine in a clean place.
To dine in restaurants with a
pleasant
atmosphere.
To have food that contains high 
quality ingredients 
To have an enjoyable time with 
family/friends.
Factor 3-Sensory Appeal
To enjoy food that has a pleasant 
texture.
To have food that smells nice.
To have food that looks nice. 
Factor 4-Health Concern 
To have food that helps me 
control my weight.
To have food that keeps me 
healthy.
Factor 5-Change & Escape
To have/feel some change in my 
daily routine.
To escape from my daily life.
0.863
0.851
0.763
0.751
0.749
0.719
0.401
0.794
0.792
0.777
0.619
0.547
0.849
0.784
0.756
0.854
0.841
0.848
0.793
5.04
5.20
5.88
4.85
5.67
5.44
5.72
6.20
6.41
6.18
6.05 
6.00
6.08
6.05
5.88
4.22
4.84
5.13
4.41
1.43
1.40
1.05
1.45
1.09
1.21
1.08
0.85
0.85
0.83
1.01
1.05
0.89
0.94
1.02
1.51
1.33
1.41 
1.57
5.40 6.20 0.884 32.655
6.17 3.02 0.812 15.899
6.00 1.59 0.810 8.376
4.53
4.77
1.24
1.07
0.787
0.767
6.560
5.664
Total:
69.155
Kaiser-Meyer-Olkin Measure of Sampling Adequacy: 0.861
Bartlett’s Test of Sphericity Approx. Chi-Square: 2916.57 (df=171, sig=0.000)
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Kaiser-Meyer-Olkin measure of sampling adequacy and Bartlett’s test of 
sphericity were measured to assess the suitability of the data. The KMO value 
exceeded the recommended value of .6 (KMO=0.861) and the significance and the 
Bartlett’s test of sphericity was found significant (p=.000), suggesting that 
factorability of data is supported and significant inter-correlations exists among all 
factors (Hair et al., 2010; Pallant, 2010).
Items that cross-loaded onto more than one factor or did not load onto any 
factor were deleted for a better interpretation of the factors (Pallant, 2010; 
Tabachnick & Fidell, 2007). Based on this, removed items were: “to dine in the 
restaurants that offer good value for money”, “to feel as if I am travelling in another 
country”, and “to increase friendship or kinship with the people I am going with”. 
With the remaining 21 items, EFA was repeated, and a total of six factors were 
identified and labelled based on the items that comprised each factor: (1) Novelty, 
Learning & Culture (2) General Restaurant Attributes (3) Sensory Appeal, (4) Health 
Concern, (5) Change & Escape and (6) Practical Concern.
To assess the internal consistency of the scale, Cronbach’s alpha of the six 
identified factors was measured. Generally, a Cronbach’s alpha value of 0.7 is 
regarded to be sufficient to show internal consistency (Hair et al., 2010). However, 
Cronbach’s alpha of the sixth factor, which was temporarily labelled as “Practical 
Concern”, was lower than the acceptable level of 0.7(a=0.571). Thus, factor six, 
“Practical Concern” was removed and EFA was repeated, and a total of five factors 
were identified as shown in Table 6.18. The five motivational factors show
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Cronbach’s alpha values ranging from 0.787 to 0.884, supporting the reliability of 
the scale. These five factors explain a total of 69.155 per cent of the variance.
6.6.2 Confirmatory factor analysis (CFA)
A confirmatory factor analysis (CFA) was conducted (with IBM SPSS 
AMOS software package, version 20) to assess both internal and external 
consistency of the scale items identified in EFA. CFA is used to test how well the 
measured variables represent the constructs (Hair et al., 2010).
The CFA results (See Table 6.19) showed an acceptable level of fit for the 
factors: (df) = 296.86 (124), /df = 2.39, goodness-of-fit index (GFI) = 0.91,
adjusted goodness-of-fit (AGFI) = 0.87, normed fit index (NFI) =0.90, comparative 
fit index (CFI) = 0.94, and root mean square error of approximation (RMSEA) = 
0.06. Average variance extracted (AVE) was calculated to examine the convergent 
validity of the factors. The AVEs of all constructs were higher than suggested value 
of 0.50 (Hair et al., 2010). In addition, construct reliability (CR) was calculated 
using standardized factor loadings and error variances. The CRs of all factors were 
higher than recommended value 0.70 (Hair et al., 2010). Thus, the composite 
reliability of the model is supported.
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Table 6.19 Results of the confirmatory factor analysis
Factors & Items
Std.
Factor
Loading
Critical
Ratio AVE*
Construct
Reliability
Factor 1- Novelty, Learning & Culture 0.91 0.984
To increase my knowledge about different 
cultures. 0.892 25.231
To experience another culture. 0.937 Fixed
To see other people’s way of life. 0.860 23.095
To discover something new. 0.691 14.735
To be adventurous in trying out a variety of 
foods. 0.567 10.952
Out of curiosity, to explore something I don’t 
know well. 0.580 11.377
Factor 2-General R estaurant Attributes 0.92 0.982
To dine in a restaurant that provides good 
service. 0.769 11.840
To dine in a clean place. 0.715 Fixed
To dine in restaurants with a pleasant 
atmosphere. 0.791 12.346
To have food that contains high quality 
ingredients 0.657 10.259
To have an enjoyable time with family/friends. 0.540 8.480
Factor 3-Sensory Appeal 0.93 0.976
To enjoy food that has a pleasant texture. 0.813 12.490
To have food that smells nice. 0.737 11.468
To have food that looks nice. 0.764 Fixed
Factor 4-Health Concern 0.79 0.885
To have food that helps me control my weight. 0.809 7.647
To have food that keeps me healthy. 0.809 Fixed
Factor 5-Change & Escape 0.79 0.883
To have/feel some change in my daily routine. 0.753 Fixed
To escape from my daily life. 0.830 8.379
Goodness-of-fit indexes:
Model y(df)=249.76 (110); y/df^2.27; p-value: 0.000; GFI=0.91; AGFI=0.88; NFI-0.90; CFW .94;
RMSEA=0.06
* AVE=Average Variance Extracted.
It is generally suggested that standardised factor loading on the latent 
construct should be higher than 0.50 (Hair et al., 2010; Byrne, 2010). However, the 
factor loading of one item, “to have a meal in a more authentic 
ambience/environment” was 0.388, thus, this item was removed from Factor 1, but 
other items remained in the same factors (i.e.. Factor 2, 3, 4, 5) as identified by EFA. 
The results of CFA confirmed the same five motivational dimensions identified EFA.
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6.6.3 Reliability and validity
The reliability of the scale was examined by Cronbach’s alpha, as shown in 
Table 6.18 (EFA results). Since one item from Factor 1 was removed, the alpha value 
of Factor 1 was reassessed. The alpha values of the five motivational factors 
exceeded the recommended level 0.7 (Pallant, 2010): Factor 1 Novelty, Learning and 
Culture (0.902), Factor 2 General Restaurant Attributes (0.812), Factor 3 Sensory 
Appeal (0.810), Factor 4 Health Concern (0.787), Factor 5 Change and Escape 
(0.767). Also, as shown in Table 6.19 (CFA results), construct reliability (CR) (also 
known as composite reliability) of all the factors was higher than the recommended 
0.70 level, confirming the reliability of the motivational scale.
In the results of CFA, the standardized factor loadings exceeded the cut-off 
value of 0.50 on all latent construct, and average variance extracted (AVE) of all 
factors were higher than 0.50, suggesting a good level of convergent validity. To 
examine the discriminant validity, Pearson correlation analysis was performed. The 
analysis results are summarised in Table 6.20.
Table 6.20 Inter-Correlations among the five motivational factors
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
Factor 1 1
Factor 2 .294" 1
Factor 3 .236" .626" 1
Factor 4 .341" .230" .251" 1
Factor 5 .490" .189" .142* .341"
**Correlation is significant at the 0.01 level, *Correlation is significant at the 0.05 level.
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The correlation analysis suggested significant correlations between some 
factors, these correlations were moderate (Hair et ah, 2010); for example. Factor 1 
and Factor 5 (.490, p<0.01); Factor 1 and Factor 4 (.341, p<0.01). Other factors 
showed low correlation (e.g.. Factor 1 and Factor 2, Factor 3 and Factor 5). Factor 2 
and Factor 3 showed relatively high correlation (.626, p<0.01), but as part of 
restaurant choice motives, sensory appeal had a strong relationship with other aspects 
of the restaurant choice motives, such as service, ingredients and atmosphere of the 
restaurant (Wood, 1995). Thus, the relationship between two factors can be 
explained and considered acceptable (Hair et al., 2010), and discriminant validity 
was established.
6.6.4 Confirmed motivational factors and demographic influence
Five factors were confirmed through EFA and CFA, and labeled as: (1) 
Novelty, Learning & Culture (2) General Restaurant Attributes (3) Sensory Appeal, 
(4) Health Concern, and (5) Change & Escape. To explore whether demographic 
variables influenced ethnic restaurant choice motivation, a series of independent 
sample t-tests (e.g., gender) and analysis of variance (ANOVA) tests (e.g., age, 
income, educational level and living arrangement) were used to compare among 
demographic groups.
Factor 1 Novelty, Learning and Culture contained seven items: “To increase 
my knowledge about different cultures”, “to experience another culture”, “to be 
adventurous in trying out a variety of foods”, “to see other people’s way of life”, “to 
discover something new”, “out of curiosity, to explore something I don’t know well,”
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and “to have a meal in a more authentic ambience/environment”. The present 
finding corroborated Roseman’s (2006) findings that the main reasons for US 
consumers to go to ethnic restaurants were to have food different from what they 
have at home and to have food with a variety of different tastes. In addition, 
Sukalakamala and Boyce (2007) confirmed that customers perceived going to ethnic 
restaurants as a great way to learn about different cultures, in their study relating to 
customers’ perceptions of their dining experience in Thai restaurants. This factor is 
in line with the findings from the qualitative stages, which identified common 
motivational factors between motivation to visit ethnic restaurants and travel 
motivation (See Chapter 5), which were “experience something new and different”, 
“experience and learn about another culture”, and “curiosity and desire to explore 
unknown”, which were also identified as unique motivational factors for ethnic 
restaurants compared to general restaurant choice motives. This factor had a grand 
mean of 5.40, which substantiated the importance of cultural motivations and 
motivation to explore and learn something new in ethnic restaurant choice, sharing 
common characteristics with travel motivation. There was no significant difference 
among any demographic groups for this factor, which suggests that Factor 1, Novelty, 
Learning and Culture may not be influenced by demographic factors.
Factor 2 General Restaurant Attributes consisted of five items: “to dine in a 
restaurant that provides good service”, “to dine in a clean place”, “to dine in 
restaurants with a pleasant atmosphere”, “to have food that contains high quality 
ingredients”, and “to have an enjoyable time with family/friends”. Service, 
atmosphere and hygiene of restaurants have previously been found to be significant 
attributes in restaurant choice motives (Law et al., 2008; Njite et al., 2008; Ryu &
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Jang, 2007; Kwon et al., 2010). The factor had a grand mean of 6.17, which was the 
highest among five factors. Even though ethnic restaurants have their unique 
characteristics, which distinguished them from general restaurants, respondents still 
considered the basic attributes as important. Soriano (2002) mentioned that US 
customers were prepared to substitute less-than excellent service and ambiance for 
the chance to try something new and exotic, but Soriano suggested that this is no 
longer the case. Customers perceive the value of the restaurant only when it exceeds 
their expectation, due to the growing market of ethnic restaurants. This seems to be 
the case for the respondents as well. T-tests and ANOVA tests suggested that there is 
a significant difference between gender and some age groups. T-test results revealed 
that female respondents gave higher scores higher than male respondents for Factor 2 
(mean difference=0.26, p=0.002), suggesting that they put more emphasis on these 
general attributes such as cleanliness, service and atmosphere. With regard to age, 
the Tukey post hoc test indicates that, the respondents in the age group 45-54 showed 
significant differences with the age group 18-24 (mean difference = 0.53, /7=0.002). 
The age group 45-54 had the highest score among all age groups suggesting that they 
valued the general attributes of the restaurants more than other age groups. There 
was no significant difference by educational level, income and living arrangements 
in this factor.
Factor 3 Sensory Appeal included three items: “to enjoy food that has a 
pleasant texture”, “to have food that smells nice,” and “to have food that looks nice”, 
adopted from the Food Choice Questionnaire (FCQ) (Steptoe et al., 1995). This 
factor had the second highest grand mean of 6.00. Sensory appeal has been proven to 
be the most important attribute in food choice in several studies (e.g., Magnusson et
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al., 2001; Toijusen et al., 2001; Wandel & Bugge, 1997), and also these attributes 
form an important part of food quality (Ha & Jang, 2010) which has been regarded as 
one of the most critical attributes of a dining experience in previous research (Lewis, 
1983; Auty, 1992; Susskind & Chan, 2000). The result suggested that food-related 
factors are important for customers as basic attributes for restaurant choice, along 
with the result of factor 2. The effect of gender and age on the Factor 3 was found to 
be significant according to the results from /-test and ANOVA. Female respondents 
put more emphasis on sensory appeal than male respondents (mean difference=0.29, 
p=0.004). In terms of age, post-hoc tests showed that the age category 45-54 had 
significant differences with the following two age categories: 18-24 (mean 
difference=0.57, /?=0.007), and 25-34 (mean difference= 0.43, /?=0.042). This age 
group 45-54 gave higher scores than these two age groups showing that they put 
more emphasis on the sensory appeal factor than these younger age groups. No 
significant difference was found in terms of educational level, income and living 
arrangements regarding this factor.
Factor 4 Health Concern contained two items: “to have food that helps me 
control my weight”, and “to have food that keeps me healthy”, which were adopted 
from FCQ. This factor had a grand mean of 4.53, which was the lowest among five 
factors, but it was more than average importance for the respondents. As the findings 
from the interviews, as well as the previous study (Jang et al., 2009), healthiness was 
found to be one of the ethnic restaurant choice attributes valued by the respondents. 
The age group 45-54 also found to be significantly different from those in youngest 
age group 18-24 (mean difference =0.83, />=0.013). This age group put more 
emphasis on the health concern factor than the other age groups. There was no
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significant influence of gender, educational level, income and living arrangements on 
this factor.
Factor 5 Change and Escape consisted of two items: “to have/feel some 
change in my daily routine”, and “to escape fi*om my daily life”. This factor shared 
common characteristic with travel motivation along with the factor 1, as found in 
qualitative stage of the study. This factor had a grand mean of 4.77, confirming that 
the desire to escape fi*om daily lives and getting a change could be a motivation for 
the respondents to visit ethnic restaurants as identified in the qualitative stage of the 
study as well as the previous studies (Warde & Matems, 2000). ANOVA tests 
indicated that there is a significant difference between groups regarding living 
arrangements. The respondents who were living in a committed relationship with 
dependent children were more likely to be motivated by the Change and Escape 
factor (mean difference =0.65, p=0.01) than those without dependent children. No 
significant difference was found in terms of gender, age, income, and educational 
level.
The five factors can be largely divided into two groups: motivational factors 
specific to ethnic restaurants (factor 1 and factor 5), and general restaurant choice 
motives (factor 2, 3, and 4), while factor 2 reflects non-food attributes of restaurant 
choice motives and 3 and 4 reflect the food-related attributes. The results revealed 
the importance of motivational factors unique to ethnic restaurants in addition to the 
general restaurant choice motives, which have been relatively overlooked in 
literature regarding restaurants. T-tests and ANOVA results of five motivational 
factors showed that there were significant differences according to age segments,
247
Seo Yeon Jang_______________ CHAPTER 6 FINDINGS AND DISCUSSION II (QUANTITATIVE STAGE)
especially the age group 45-54 with the factor 2, 3 and 4. This is consistent with the 
previous studies regarding restaurant choices, that age is often the most important 
discriminator in terms of restaurant choice (Auty, 1992). Kivela (1997) found that 
while younger customers under 25 or the age group between 25-34 were more 
sensitive with price and convenience related attributes, the age group 45-54 valued 
quality of food, ambience factors, comfort level, prestige and prompt handling of 
complaints as a main determinant restaurant choice variable, which can be regarded 
as factor 2 and factor 3 of the current study. It is related their social status, income, 
and more sophisticated expectations of these customers when they choose restaurants 
(Finkelstein, 1989), and it seems to be applied to ethnic restaurants when they choose 
to try ethnic restaurants. However, gender difference has not been discussed or 
emerged as significant in previous research regarding restaurant choice attributes, 
and if any, it has been appeared in a muted way (Olsen et al., 2000; Kim & Geistfeld, 
2003). With respect to factor 3 Sensory Appeal, which was adopted from FCQ, 
Steptoe et al. (1995) found that there is no significance difference between men and 
women. However, different type of food and restaurants can have different attributes 
as well as different factors can have influence on those attributes as discussed in 
Chapter 2. In the current study, the gender difference was found significant for factor 
2 and 3, but the mean difference was not so big (Factor 2=0.26 and Factor 3=0.29). 
Also, factor 5 showed that living arrangements can significantly affect certain 
motivational dimensions of ethnic restaurant choice, especially between those who 
have dependent children and those who have not, although the effect of living 
arrangements on ethnic restaurant experiences has so far not been explored, 
especially in terms of Change and Escape motivational factors. Considering that 
respondents who had dependent children were more motivated by the factor Change
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and Escape, respondents with dependent children may have different motivational 
focus as compared with those without dependent children.
6.6.5 Ethnic restaurant choice motivation and travel intention
To explore the relationships between ethnic restaurant choice motivation and 
travel intention, regression analysis was performed. Five factors of ethnic restaurant 
choice motivations were input as independent variables, and intention was input as 
dependent variable. A stepwise regression technique was applied to determine the 
factors that influence and that can best explain the intention to travel to South Korea. 
Findings from qualitative research identified common motivational factors between 
ethnic restaurant choice motivation and travel motivation, as well as the results from 
the quantitative stage regarding intention to travel showed that there might be 
relationships between the respondents’ visiting ethnic restaurants and intention to 
travel. The result from regression analysis suggested that factor 1, Novelty, Learning 
and Culture best explained the variance in prediction of intention to travel, explained 
12% (R^=0.123, Adjusted i?^=0.120) of the variance in intention. The overall model 
was significant (F=42.098,/>=0.000). Factor 1 had beta coefficient of 0.351 (p=0.000) 
(Figure 6.2).
Novelty, Learning
0.351 
------------ > Intention
& Culture 0.000 (Adjusted R^O. 120)
V J J
Figure 6.2 Novelty, Learning & Culture on intention to travel (Overall)
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Regression analyses with stepwise technique were performed separately in 
each group, respondents who had been to Korean restaurants (Group A) and 
respondents who had not been to Korean restaurants (Group B) for the comparison 
between two groups. For both groups Factor 1 was suggested as the best to explain 
the intention to travel, explained about 12% (R^=0.125, Adjusted R^=0.117) of the 
variance for group A, and 10% (R^=0.105, Adjusted R^=0.101) for Group B. The 
model was significant for both group A (F=14.203, p=0.000) and B (F=23.333, 
/>=0.000). Factor 1 had beta coefficient of 0.354 (Group A) and 0.325 (Group B) 
(Figure 6.3).
<Group A: Who had been to Korean restaurants>
Novelty, Learning 
& Culture
0.354
0.000
Intention 
(Adjusted R^O. 117)
<Group B: Who had not been to Korean restaurants>
Novelty, Learning 
& Culture
0.325
0.000
Intention 
(Adjusted R^O. 101)
Figure 6.3 Novelty, Learning & Culture on intention to travel (Group A and Group B)
The present finding substantiated the importance of cultural motivation and 
desire to learn and experience something new in both visiting ethnic restaurants and 
travel intention, and provide preliminary evidence that the two aspects may be highly 
correlated and motivation to visit ethnic restaurants could influence travel intention.
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6.7 Chapter summary
This chapter presented the findings of the questionnaire survey. Multiple 
regression analyses results suggested that travel experience is a significant additional 
variable with the original TPB variables (attitude, subjective norm and perceived 
behavioural control) explaining variance for the intention to travel to South Korea 
(See Figure 6.4).
Intention 
(Adjusted R"= 0.505)
Perceived 
Behaviourla Control
Travel Experience
Attitude
Subjective Norm
Figure 6.4 Intention to visit South Korea (All respondents)
In terms of the comparison of intention measurement between the 
respondents who had been to Korean restaurants and those who had not been to, the 
significant variable appeared to be different to each group, as seen in Figure 6.5.
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<Group A: Who had been to Korean restaurants> <Group B: Who had not been to Korean restaurants>
.062Intention 
(Adjust Ri=.386)
Subjective Nonn
Intention 
(Adjisted R^.460)
Perceived
Behaviorual
Control
Attitude
FNS
Travel Experience
Perceived 
Behaviroual Control
Attitude
Figure 6.5 Intention to visit South Korea (Comparison between Group A and Group B)
Specifically, the results indicated that while attitude, subjective norm, 
perceived behavioural control and FNS had the strongest predictive power for 
intention to visit South Korea for group A, the model composed of attitude, 
perceived behavioural control, travel experience had the strongest predictive power 
for intention to travel to South Korea for group B. For the detailed differences 
between two groups, individual belief items were compared, as well as the 
respondents characteristics such as food neophobic tendencies, multicultural 
environmental factors, and travel-related tendencies were compared, found as 
statistically significant different between two groups.
While the findings from regression analyses suggested ethnic restaurant 
experience could influence the intention to travel, the motivational factors for 
visiting ethnic restaurants were identified by exploratory factor analysis, and 
confirmed by confirmatory factor analysis. Five motivational dimensions were 
identified: (1) Novelty, Learning and Culture, (2) General Restaurant Attributes, (3) 
Sensory Appeal, (4) Health Concern, and (5) Change and Escape^ which revealed
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unique factors for ethnic restaurants. Reliahility and Validity of the scale were 
confirmed hy Cronhach’s alpha, Pearson correlation coefficients, confirmatory factor 
analysis, and by calculating AVE and CR based on the results from CFA. The 
influence of socio-demographic variables (i.e. gender, age, education, living 
arrangements and income) on motivational factors was examined by t-test and 
ANOVA. The implications of these findings and their relation to the findings of the 
qualitative stage will be discussed in the following chapter.
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7.1 Introduction
Ethnic restaurants have been regarded as ‘tourism at home’ and have been 
utilised as a marketing tool to promote the culture of a country for tourism purposes, 
but little empirical study has been conducted regarding this issue. Therefore, this 
study investigated the influence of ethnic restaurant experiences on travel intentions, 
the factors that motivate people to visit ethnic restaurants and the relationship 
between ethnic restaurants and tourism. A qualitative approach was adopted to 
explore the factors that motivate visits to ethnic restaurants, which of these factors 
are in common with motivations for travelling, and the relationship between ethnic 
restaurant experiences and travel. A quantitative approach empirically tested the 
motivational factors revealed in the qualitative stage and tested the influence of 
ethnic restaurants (Korean) on the intention to visit the origin country of the 
restaurants (South Korea).
This chapter provides an overall discussion of the findings of the entire study. 
First, the research objectives are revisited in order to discuss whether and how the 
findings of the two stages of the study have answered the research questions. Then 
the theoretical contribution and practical implications of the study are presented. 
Finally, the limitations of the study and recommendations for future study are 
discussed.
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7.2 Links between study objectives and the findings
The aim of this study was to identify the motives that influence consumers to 
visit ethnic restaurants and the influence of visiting such restaurants on outcome 
variables, such as the intention to visit the restaurant’s country of origin. The specific 
objectives of the study were: (1) to provide a better understanding of the motivation 
to visit ethnic restaurants, (2) to identify the connection between motivations for 
visiting ethnic restaurants and travel motivation and tourism, and (3) to explore the 
relationship between experiences with ethnic restaurants and the intention to travel to 
the restaurants’ countries of origin.
7.2.1 Research objective 1 -  To provide a better understanding of the 
motivation to visit ethnic restaurants
This research developed a reliable and valid a 17-item scale for motivational 
factors for visiting ethnic restaurants with five dimensions:
• Novelty, Learning & Culture
• General Restaurant Attributes
• Sensory Appeal
• Health Concern
• Change & Escape.
This scale was developed through two stages of research—interviews and a 
questionnaire survey—based on a literature review which revealed that restaurants 
have different attributes that attract customers according to the type and style of the
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restaurant (Nijte et al., 2008), thus ethnic restaurants may have different attributes 
compared to other types of restaurants. It was confirmed through both qualitative and 
quantitative stage that ethnic restaurants do have their own unique characteristics and 
thus customers have unique motivational factors for visiting ethnic restaurants that 
they do not have when they visit other types of restaurants.
In the qualitative stage, seven motivational factors unique to ethnic restaurant 
choice were generated from the grounded theory approach using semi-structured 
interview data: fo r something different and a change, to experience another culture, 
to feel like travelling (being in that country), fo r the memory o f previous travel, 
curiosity/to try anything new, authenticity, and sensory appeal-spiciness. In addition, 
attributes similar to general restaurant selection attributes were identified, confirming 
previous studies: togetherness, food-related attributes (e.g., food quality, taste of the 
food, healthfulness, freshness, good ingredients and portion size) and non-food 
related attributes (e.g., service, price, fiiendly staff, menu, atmosphere, hygiene, good 
reviews, recommendation or popularity of the restaurants and convenience, including 
convenience of location and preparation). Notable thing here is, spiciness was 
revealed as a food-related factor that was not seen in the attributes of non-ethnic 
restaurants, which may reflect the characteristics of the cuisines of four Asian 
countries considered here along with the healthiness of the food. As a preference for 
spiciness can be acquired by exposure (Carstens et al., 2002), this finding may imply 
that British customers’ preference for spicy food has been developed increasingly 
and that spiciness has become a representative taste when people think of these four 
types of ethnic restaurants and a motivation for people to visit them.
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Among the identified factors unique to ethnic restaurants, cultural experience 
and the desire to try something different were major motivations for all interviewees 
for dining in ethnic restaurants:
“They (ethnic restaurants) help people to learn and experience more about 
other people and cultures. ”
Ethnic restaurant experiences were regarded as a great opportunity to 
become aware and learn about another culture and to try something different for 
interviewees, in line with the aspects of ethnic restaurants suggested by other 
researchers. For example, Turgeon and Pastinelli (2002) argued that ethnic 
restaurants are place for ‘the consumption of the world’, as they provide the 
opportunity to experience exotic cultures from faraway places. Findings from 
interviews confirmed this argument that people perceive ethnic restaurants as places 
where they can experience other cultures. Interestingly, the findings further 
suggested that, for some people, going to ethnic restaurants feels like travelling at 
home, with the atmosphere coming from different culture and people from the origin 
country, indicating that ethnic restaurants indeed play a role as ‘tourism at home’.
“being in England, but in Korea. ”
“Suddenly you are eating Dimsum in China. ”
“you would think actually maybe I  am in Japan... ”
Respondents also regarded going to ethnic restaurants as a substitute of 
travelling to experience another culture, when they did not have a chance to go to
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those countries themselves. This also implies that ethnic restaurants play their role as 
‘tourism at home’. Respondents expressed their gratitude to the existence of ethnic 
restaurants in the UK since they do not necessarily need to travel to other countries to 
experience other cultures when they cannot afford it.
Findings from the interviews provided the insight that there are unique 
attributes for ethnic restaurants that had not yet been revealed and drove further study. 
These seven identified factors guided the development of the motivational scale 
items used in the questionnaire survey (the quantitative stage of the study), which 
facilitated triangulation and diminished the limitations of each individual method 
(Saunders et al., 2007). Data from the questionnaire survey provided quantitative 
evidence of the underlying dimensions of the motivational factors. The identified 
motivational factors from the qualitative stage were refined through the pilot study 
and the main study using exploratory factor analyses. Through this process, five 
motivational factors were identified and confirmed by confirmatory factor analysis, 
as presented above. Some factors, such as ‘for something different and change’ and 
‘to experience another culture’, were merged and divided into two factors, but 
overall, the identified factors could be divided into two groups, as identified in the 
qualitative stage: the factors unique to ethnic restaurants and the factors that apply to 
all restaurants, based on the literature review discussed in Chapter 2. These two 
groups of factors are discussed in detail in the following section.
7,2,LI Factors unique to ethnic restaurants
Along with the findings from the interviews, results from the questionnaire 
survey provided the quantitative evidence for the factors unique to ethnic restaurants,
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achieving research objective 1, as well as being one of the major findings of the 
study. Two dimensions of these unique factors are Novelty, Learning and Culture 
and Change and Escape.
Novelty, Learning and Culture Results firom the questionnaire survey 
confirmed the significance of novelty and the desire to learn something new and 
something about other cultures as motivations for visiting ethnic restaurants. What 
should be noted here is that respondents’ desire for novelty was not confined to food. 
Warde and Martens (2000) mentioned that one of the reasons people eat out is the 
desire for something different from what they eat every day. However, the 
motivation for choosing ethnic restaurants arises not only fi*om the novelty of the 
food itself but also from the culture of the restaurant’s country of origin. Customers 
seek novelty at a restaurant reflecting a different culture, and this is one of the major 
reasons for visiting an ethnic restaurant (Ha & Jang, 201 Oh). Accordingly, this 
motivation is strongly linked to customers’ desire to learn about and experience other 
cultures that they do not know well.
British customers value the cultural experience in ethnic restaurants and 
regard dining at ethnic restaurants as a chance to learn about other cultures both in 
terms of food-related attributes and non-food-related attributes. Food-related 
attributes ranged from taste, smell and look to new ways of cooking the food, food 
consumed for a particular occasion, and how foods are eaten at the table. Non-food 
related attributes included the service, the atmosphere, and the traditional aspects of 
the restaurant, such as the clothing worn by staff. These findings support the view 
that regards ethnic restaurants as ‘cultural ambassadors’ (Wood & Munoz, 2007).
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Findings showed that ethnic restaurants provide respondents holistic experiences that 
include all the senses: vision (food presentation, how waiters/waitresses dress, 
decorations and interiors of the restaurants), feeling (how respondents were treated 
and served), smell and taste (of the food), and hearing (listening to traditional songs 
or songs in other languages and the languages spoken by people from the restaurant’s 
country of origin).
Since ethnic restaurants may be the only contact with other cultures for some 
people, they have heen acknowledged as agents that expose customers to a variety of 
tastes and cultures that they may otherwise never encounter (Roseman, 2006). 
Findings from the qualitative and quantitative stages of this study revealed that this 
cultural factor is a significant criterion for visiting ethnic restaurants, and this cultural 
aspect is expected to be experienced both by food and all other attributes which 
comprise ethnic restaurants, such as atmosphere, service, staff and even customers in 
the restaurants. This factor reflects the unique characteristic of ethnic restaurants 
which conveys the culture of a country, and the findings confirmed that customers 
visit ethnic restaurants for this unique characteristic.
Change and Escape Findings from the interviews showed that respondents 
visit ethnic restaurants because they want a change in their daily lives and want to 
escape from their daily routine. Previous literature has stated that one of the 
motivations for dining out is to escape from cooking and serving, mostly for women 
(Warde & Martens, 2000). However, findings from this study showed that customers 
go to ethnic restaurants to escapee from their daily routines, rather than to avoid 
cooking. The unique atmosphere of the restaurant and the ethnic foods that reflect
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other cultures help them to escape their daily lives and to feel as if they are visiting 
another country. The desire for such a change also derives from interviewees’ lack of 
skill in cooking ethnic foods. Respondents expressed how much they enjoyed 
cooking and that they had even tried to cook those ethnic foods, but they did not 
achieve the same taste as the food in ethnic restaurants. Not knowing how to make 
the foods served in ethnic restaurants increased the interviewees’ awareness of 
differences between this food and their everyday food, so they felt a significant 
change from their daily lives compared to that they experienced in other restaurants. 
This seems to he one of factors that customers enjoy about ethnic restaurants, 
confirmed by the quantitative stage of the study as having more than average 
importance. In this respect. Change and Escape is highly related to Novelty, Learning 
and Culture, which was reflected in the correlation analysis among motivational 
factors, suggesting these two factors are significantly correlated (Section 6.5.3).
7.2.1.2 Factors that apply to all restaurants
Most of the general restaurant selection attributes that have been identified in 
the literature were also identified in the findings from the interviews in this study. 
Findings from the interviews were confirmed through the quantitative stage, and the 
general restaurant attributes were grouped into three factors. General Restaurant 
Attributes, Sensory Appeal and Health Concerns. More than half of the interviewees 
believed that these attributes (e.g., food quality, ingredients, service and cleanliness) 
were better met in ethnic restaurants than in British restaurants, mentioning them as 
reasons to visit ethnic restaurants. The tendency for customers to place importance 
on these basic attributes of restaurants when they choose to visit ethnic restaurants 
was also confirmed in the quantitative stage of the study. In spite of the unique
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characteristics of the ethnic restaurants, general restaurant attributes and sensory 
appeal had the highest and second highest mean among the five factors.
On the other hand, customers value the factor health concerns, but not as 
much as the other four factors. Previous studies that have adopted the Food Choice 
Questionnaire revealed that health concerns are among the major factors motivating 
food choice (e.g., Prescott et al., 2002; Scheibehenne et al., 2007; Milosevic et al., 
2012). Health concerns have been among the motivational factors for choosing a 
restaurant in several previous studies but have often been found to be less significant 
than the other general restaurant attributes, such as food quality, service and 
atmosphere. Eating out is more valued for its recreational aspects, such as pleasure 
and excitement fi*om the food and location, than for its convenience or functionality, 
such as health concerns for restaurant consumers (Costa et al., 2007). Likewise, 
results from the quantitative stage showed that customers did not emphasise health 
concerns in the current study compared to other factors, but it gained more than 
average importance in the questionnaire survey. Therefore, as mentioned in the 
extant literature (Jang et al., 2009; Sukalakamala & Boyce, 2007; Verbeke & Lopez, 
2005), health concerns could be regarded as more important in ethnic restaurants 
than in other restaurants, as interviewees viewed ethnic foods as healthier than foods 
offered in British restaurants.
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7.2.2 Research objective 2 -  To identify the connection between motivations 
for visiting ethnic restaurants and travel motivation and tourism
The current study began by questioning how ethnic restaurants serve their 
role as “tourism at home” (van den Berghe, 1984; Cohen & Avieli, 2004). While 
ethnic restaurants have been regarded as tourism at home, there have been few 
studies on how the ethnic restaurant experience is related to travel motivation and 
intention. If customers of ethnic restaurants regard their ethnic restaurant experience 
as ‘tourism at home’, their motivation to visit ethnic restaurants might be common to 
travel motivations. Given the lack of previous literature, this study adopted a 
grounded theory approach to explore the relationship between motivations for 
visiting ethnic restaurant and motivations for travel.
With the motivational factors for ethnic restaurants identified from the 
qualitative stage, a second qualitative stage revealed the motivations to travel to 
South Korea, one of the four ethnic restaurants’ countries of origin. The findings 
showed five motivations that were common to both ethnic restaurants and travel: to 
change/escape from the routine, to experience something new/different, to experience 
and learn about another culture, curiosity/desire to explore the unknown, and 
togetherness. As explained in section 7.2.1, through the quantitative stage of the 
study and factor analyses, these motivational factors were merged and divided into 
two groups. Novelty, Learning and Culture and Change and Escape. The common 
motivational factor togetherness was merged into General Restaurant Attributes. The 
literature has determined that togetherness and socialising with family and friends are 
important motivations for dining out (e.g.. Sun & Morrison, 2007; Ayala et al., 2005;
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Back et al., 2006, Moschis et al., 2003), so it was anticipated that togetherness would 
be subsumed in general attributes. Data from the questionnaire survey provided 
further quantitative evidence of these common motivational factors, showing their 
importance in the choice of ethnic restaurants. Besides, as seen in the motivational 
factors for visiting ethnic restaurants found in qualitative stage, people sometimes 
visit ethnic restaurants as a substitute of travelling. Given the above, it may imply 
that people go to ethnic restaurants with the same or similar motivations for 
travelling, and this motivation could be developed further for travelling to the origin 
country of the restaurants.
With respect to the relationship between ethnic restaurant experiences and 
tourism, the findings from qualitative stages showed that not only visiting ethnic 
restaurants and travelling share motives in common, but also they influence each 
other. Consumers’ fondness for travel and travel experiences, including local food 
experiences, motivated them to visit ethnic restaurants in their home settings. 
Respondents reported that visiting ethnic restaurants of countries to which they have 
travelled was to remember their trip or because they liked the foods they tried there 
(Verbeke & Lopez, 2005). All interviewees who had not been to a Korean restaurant 
before they visited Korea said they would visit a Korean restaurant when they went 
back to UK. In this case, then, visiting an ethnic restaurant was a way to remember 
their travels. This was also confirmed in the first stage of the interviews with 
customers of ethnic restaurants. Even an interviewee who did not enjoy eating out 
said that she went to Japanese restaurants in the UK as a souvenir of her trip to Japan 
even though she could not enjoy the taste of Japanese food. Jamal (1996) argued that 
people who travelled abroad and who experienced foreign food dishes may actively
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seek out those foods in their own countries through ethnic restaurants and/or 
supermarkets and that they may even may try to cook those dishes in their own 
kitchens. Findings of the current study showed that people actively seek out and go 
to ethnic restaurants not just for the food they liked while travelling, but just for 
remembering the trip itself.
Travel experience also affected customers’ perceptions of the authenticity of 
an ethnic restaurant and eventually impacted their preference for and satisfaction 
with ethnic restaurants in their home countries. Interviewees had different perception 
of authenticity according to their accumulated travel experiences. Interviewees who 
did not have travel experiences and those who had travel experiences had clearly 
different perception of authenticity of the food. People with more travel experiences 
often complained authenticity of the food in ethnic restaurants in the UK. Thus, it is 
likely that people who had more travel experiences would be more critical in judging 
authenticity of the food, and accordingly satisfaction of the food in terms of 
authenticity could be more difficult to be achieved. In addition, the more travel 
experiences they had accumulated, the greater the variety of ethnic foods they tended 
to actively look for.
The findings from the qualitative stage were supported by the results from the 
questionnaire survey, which found significant differences between people who had 
been to Korean restaurants and those who had not in terms of general travel 
experiences. All respondents who had eaten at ethnic restaurants generally enjoyed 
travelling abroad and eating local food while travelling, and among those
respondents, people who had tried Korean restaurants enjoyed travelling abroad and
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local food more than those who had not been to Korean restaurants, which is not so 
familiar to British customers compared to other three (Chinese, Thai and Japanese) 
restaurants (Mintel, 2013a). The correlation analysis between the likelihood to visit 
Korean restaurants and personal characteristics (FNS, working environment, living 
environment, enjoyment of travel abroad, enjoyment of local food while travelling 
abroad) also confirmed a significant positive correlation between the willingness to 
go to Korean restaurants and travel-related characteristics. Therefore, it could be 
argued that people who had enjoyed more travel experiences try a greater variety of 
ethnic foods.
Conversely, trying food in an ethnic restaurant seems to increase customers’ 
awareness of and interest in the restaurant’s country of origin and their perception of 
the country’s image. Customers increase their knowledge about the foods and culture 
of the country and develop their interest in that country through ethnic restaurants.
A summary of the relationship between ethnic restaurants and tourism is 
shown in Figure 7.1.
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Figure 7.1 Relationship between tourism and ethnic restaurants
Along with increased awareness and image of the country, findings from the 
qualitative stage also showed that ethnic restaurant experiences influenced the 
intention to visit the restaurant’s country of origin, which leads to research objective 
3.
7.2.3 Research objective 3 -  To explore the relationship between experiences 
with ethnic restaurants and intention to travel to the restaurants’ countries of 
origin
“I  can’t wait to go to China or Hong Kong and maybe Korea just to 
experience more ethnic food in their own country. ”
In line with the context of research objective 2 (the relationship between 
ethnic restaurant experiences and tourism), the influence of ethnic restaurant 
experiences can have on intention to travel, was more deeply and empirically 
investigated. Based on the ideas gained from the qualitative stage of the study.
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customers’ intentions to visit a restaurant’s country of origin was tested using the 
extended TPB model with the Food Neophobia Scale and travel experience as 
additional variables, using Korean restaurants as an example of a less familiar 
destination (compared to Thailand, for example).
Regression analysis confirmed the influence of Korean restaurant experiences 
on the intention to travel to South Korea. Results showed that the TPB model with 
three independent variables (attitude, the subjective norm and perceived behavioural 
control) including all respondents explained around 49 per cent of the variance in the 
intention to visit South Korea. Considering that overall studies that have adopted the 
TPB to predict intention accounted for around 39 per cent of the variance in intention, 
the TPB model developed to predict the intention to visit South Korea had good 
predictive power. Among the independent variables, attitude and perceived 
behavioural control made strong contribution to explaining the intention to visit 
South Korea. In the TPB model attitude is derived from behavioural beliefs, and 
through the elicitation survey, this study identified behavioural beliefs regarding 
visiting South Korea, which were to experience different culture, to explore Korean 
food, to experience different lifestyles, to visit cultural and historical attractions, and 
to have new (travelling) experiences. The identified beliefs shared similar attributes 
with motivational factors for visiting ethnic restaurants and travel (i.e., to experience 
different cultures, to experience different lifestyles and to have new experiences).
To examine how Korean restaurant experiences can influence the intention to 
visit South Korea, the respondents were divided into two groups, people who had 
been to Korean restaurants and those who had not. Results of t-tests showed that
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there were statistically significant differences between the two groups, in terms of 
individual items amongst behavioural beliefs, normative beliefs and control beliefs 
which will in turn influence intention to travel. Amongst belief items, respondents 
who had been to Korea had stronger positive beliefs regarding experiencing different 
cultures, exploring Korean food and having new experiences that were statistically 
significantly different from those who had not been to Korean restaurants. People 
who had been to Korean restaurants had comparably more positive attitudes toward 
visiting South Korea as a travel destination, and felt it less difficult to travel to South 
Korea. These differences could be due to the influence of the culture they 
experienced in the restaurants and their greater interest in South Korea, but they 
could be also due to Korean food experiences. In addition to that people who had 
been to Korean restaurants had stronger positive beliefs in terms of exploring Korean 
food, FNS showed a significant and unique contribution to explaining the intention to 
visit South Korea among people who had been to Korean restaurants, while it did not 
contribute to predicting the intention to visit South Korea among people who had not 
been to Korean restaurants. The FNS made a positive contribution to explaining the 
intention to visit South Korea, showing that respondents who had neophobic 
tendencies but who had tried Korean restaurants had a greater intention to travel to 
South Korea, suggesting that experiencing Korean food at Korean restaurants might 
have helped such people to reduce their fear of local food in South Korea, which 
contributes to their intention to travel to South Korea. This result supports the view 
that tourists’ familiarity with the food and cuisine of a destination has a positive 
influence on travel intentions toward the destination (Homg et al., 2012). The results 
of the t-test also indicated that Korean restaurant experiences can positively influence 
people’s intention to travel to South Korea.
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Barbas (2003) found that many housewives in the US who developed their 
interest in Chinese cooking after having Chinese food in restaurants also developed 
an interest in Asian art and history. Such interest in a country’s food and culture can 
play a critical role in motivating people to travel to that country (Mason & Paggiaro, 
2012; Lan et al., 2012). The findings from the quantitative stage empirically 
confirmed that customers’ experiences in Korean restaurants can affect their 
intention to travel to South Korea, either by influencing their beliefs about visiting 
Korea or by influencing their food-related personalities. Along with the findings 
from the qualitative stage that customers have more awareness of and interest in the 
culture of a country and a greater intention to visit to the country after visiting ethnic 
restaurants from that country, this study showed that customers’ experience with 
Korean restaurants can indeed influence their intention to visit South Korea.
7.2.4 Summary of the current study
By drawing upon the results of the entire study with extant literature, the 
conceptual model suggested in chapter 5 was revised and further developed to 
explain factors affecting ethnic restaurant experiences and their influence on travel 
intention to the origin country (Figure 7.2.). This model summarises the three 
objectives of the current study.
First, this model explains four key constructs which affect ethnic restaurant 
experiences: (1) social environment and demographic factors (referents, multicultural 
environments, gender, age, living arrangements and educational level), (2) 
motivational factors {Novelty, Learning and Culture, General Restaurant Attributes,
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Sensory Appeal, Health Concern and Change & Escape), (3) previous travel 
experiences (travelling abroad, local food experiences while travelling abroad), (4) 
food neophobia.
Social environments are critical in any food consumption (Marshall, 2005), 
but it seems more important in ethnic food and restaurant experiences compared to 
other restaurants. First, it is due to the various availability of ethnic foods (Warde & 
Martens, 2000). Second, greater exposure to ethnic foods and diversity in people’s 
residence or working place increases people’s likelihood to try novel foods (Pliner & 
Hobdeon, 1992). The combined findings of qualitative stage and quantitative stage 
have substantiated the importance of the social environment. The findings revealed 
that customers who had more exposure to cultural diversity, through acquaintances 
or by living big cities, and perceived themselves living in a multicultural 
environment had tried a greater variety of ethnic restaurants.
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Figure 7.2 A framework for ethnic restaurant experience and travel intention
Motivation has been recognised as a fiindamental psychological construct 
explaining human behaviour and accordingly, regarded as critical in marketing 
(Snepenger et al., 2006). Motivation has received extensive research attention in the 
food choice literature (e.g., Steptoe et al., 1995; Lindeman & Vaananen, 2000), as 
well as in literature regarding restaurants (e.g., Gregory & Kim, 2004; Ayala et al., 
2005) and tourism (e.g. Sharpley, 2008; Lo & Lee, 2011). However, there have been 
few studies focusing on motivation for visiting ethnic restaurant itself, considering
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the unique characteristic of it. The combined findings of two stages of the study 
revealed the motivational factors for visiting ethnic restaurants, and the common 
motivational factors with travel motivation {Novelty, Learning and Culture, and 
Change & Escape) while ethnic restaurants serve their role as “tourism at home". 
This study also substantiated that the common motivational factor Novelty, Learning 
and Culture can directly explain travel intention to the origin country, which 
provides preliminary evidence that visiting ethnic restaurants and travel intention 
may be highly correlated and motivation for visiting ethnic restaurants can influence 
travel intention.
Previous travel experiences are another crucial factor in the model. The semi­
structured interview findings identified past travel experiences influence ethnic 
restaurant experiences. Customers with travel experiences not only visited the ethnic 
restaurants of the country to where they had travelled (Jamal, 1996). The more travel 
experiences they had accumulated, the greater the variety of ethnic foods they tended 
to try. Previous travel experiences not only influence ethnic restaurant motivations, 
but directly influence future travel intention. Using extended TPB model with an 
additional variable general travel experiences, this study showed that related past 
experience can be a good predictor of future travel intention, confirming previous 
studies using past experiences as an additional variable in the TPB model to predict 
the intention (e.g., Sonmez & Graefe, 1998; Lam & Hsu, 2004).
Food-neophobia comprises an important component in the model. Results of 
the current study identified that food-neophobia influences customers’ ethnic 
restaurant experiences. For example, customers with lower level of food neophobic
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tendency tried and were willing to try a greater variety of ethnic restaurants. This 
study also substantiated that experiencing ethnic restaurants can affect food 
neophobia, and in turn affect travel intention possibly by reducing the fear of having 
local food in the travel destination. In addition to their role as ‘tourism at home’, this 
study shows the possibility that ethnic restaurants can play another role in terms of 
helping people to physically and psychologically prepare for the new travel 
experience. At least, by experiencing ethnic restaurants, people do not necessarily 
need to exclude a certain country as a potential tourist destination just because of the 
fear of having local food.
Last but not least, ethnic restaurant experiences form a central construct in the 
model. Combined findings of qualitative and quantitative studies confirmed that 
ethnic restaurant experiences affect travel intention possibly both directly and 
indirectly. For example, British tourists who were travelling in South Korea stated 
that Korean food they had explored in Korean restaurants in the UK was their 
primary motivator to travel to Korea. Interviewees in the first stage of interviews 
regarding ethnic restaurant motivation stated that they want to travel to the origin 
country to have more authentic food. In addition, by experiencing ethnic restaurants, 
they had more awareness of and interest in the origin country as well as positive 
image of the country. Results from quantitative stage of the study showed that ethnic 
restaurants influence travel intention to the origin country, not only by food (e.g., 
Quan & Wang, 2004) but also by affecting attitude and perceived behavioural control 
toward travelling to the origin country, and food neophobia. Thus, it implies that 
ethnic restaurants can play a critical role in attracting potential tourists to the origin 
country of the restaurants, both directly and indirectly.
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7.3 Theoretical contribution
A primary contribution of the current study is that it adds to a growing body 
of literature both on ethnic restaurants and tourism by identifying the relationship 
between them. The ethnic-restaurant market has been growing, but study on ethnic 
restaurants has not been following the growth of the market. The present study 
contributes to the body of knowledge about restaurant choice, as in-depth knowledge 
about customers’ ethnic restaurant choices is vital to supporting the growing market. 
In the context of tourism, food has been seen as either a primary or a secondary trip 
motivator in influencing the tourist’s destination choice or decision making (Quan & 
Wang, 2004; Ritchie et al., 2011). Considering the scarcity of empirical studies 
regarding the influence of ethnic food experiences in ethnic restaurants on travel 
intention, the present study’s findings contribute to the body of literature on tourism, 
and also provide the foundations necessary for future research in the field.
While it has been taken for granted that ethnic restaurants serve their role as 
‘tourism at home’, there has been a lack of empirical evidence to evaluate whether 
they really do serve such a role. Although the study of ethnic restaurants has begun 
to form a body of literature, existing studies of the motivations for visiting ethnic 
restaurants are at an early stage and often do little more than maintain the basic tenets 
of the motivations for visiting restaurants in general in spite of the unique 
characteristics of ethnic restaurants that reflect the culture of the restaurants’ 
countries of origin and provide an experience of tourism at home. The current study 
took these unique characteristics into consideration and identified motivational
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factors specific to ethnic restaurants, using both qualitative and quantitative methods. 
By investigating motivations for travel both theoretically and empirically, this study 
identified common motivational factors between motivations for visiting ethnic 
restaurants and motivations for travel to provide empirical evidence that ethnic 
restaurants serve a role as ‘tourism at home’.
This study provided five motivational dimensions for ethnic restaurants: 
Novelty, Learning and Culture, General Restaurant Attributes, Sensory Appeal, 
Health Concerns, and Change and Escape, among which Novelty, Learning and 
Culture and Change and Escape are shared with motivations for travel. A 17-item 
scale was developed to measure motivations connected to choosing ethnic restaurants 
based on exploratory factor analysis and confirmatory factor analysis, which lays a 
foundation for future research by providing a reliable instrument with which to 
measure motivations.
In addition, the current study was not confined to identify the motivational 
factors, but took one step further to investigate how far ethnic restaurants can play a 
role in the tourism context. Through both qualitative and quantitative approaches, the 
present study empirically tested how ethnic restaurants influence customers, 
especially in terms of the influence they have on the intention to travel to restaurants’ 
countries of origin country, using the TPB model. Through the elicitation survey, this 
study revealed customers’ general perceptions and understanding about South Korea 
as a travel destination and confirmed that the elements of the model—attitude, the 
subjective norm and perceived behavioural control—were significant predictors of 
customers’ intention to travel to South Korea. Using additional variables, such as
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past experiences and food neophobic tendency, this study added to the empirical 
results and findings for future research that uses the TPB model, especially for 
researchers who wish to gain insight into the intentions of potential tourists. Through 
this process, this study provides evidence for the influence of ethnic restaurants on 
their customers’ intention to travel to the restaurants’ countries of origin and supports 
the previous argument regarding food and tourism. First, the results from the study 
support the positive association between food and a destination and that that 
association can increase the likelihood that tourists will visit the destination (Okumus 
et al., 2007; Homg & Tsai, 2010; Homg et al., 2012). Second, the food-neophobic 
tendency can be a significant personality trait in food consumption in tourism 
(Fischler, 1988), making food an impediment to travel (Cohen & Avieli, 2004). The 
results of the regression analysis for respondents who had been to Korean restaurants 
show that customers’ intention to travel can be significantly influenced by food 
neophobic tendency, but at the same time, experiences in ethnic restaurants can help 
reduce this fear. Therefore, this study suggests that ethnic restaurants can be used not 
only as a way to promote a country as a travel destination but also as a way to reduce 
the fear of customers with food neophobic tendencies so they do not necessarily 
exclude the country as a travel destination based on the presumption that the local 
food would be an impediment to their travel.
This study was based both on a multidisciplinary literature review to 
determine food choice motives, restaurant choice motives and travel motivation, and 
on the combined findings of the study in order to generate a comprehensive 
understanding of customers’ motivations for visiting ethnic restaurants and the 
influence of ethnic restaurant experiences. The methodological underpinnings of this
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research were based on both qualitative and quantitative approaches. By adopting a 
grounded theory approach in the qualitative stage, this study provided insights into 
the relationships between ethnic restaurants and tourism, where no theoretical and 
conceptual work currently exists, and gained deeper insights into the motivations for 
visiting ethnic restaurants. The findings of the qualitative stage of the research 
revealed valid and reliable information to be used in the quantitative stage, and data 
from a questionnaire were used to statistically validate the motivational dimensions 
and influence of ethnic restaurants on the intention to travel to South Korea. Using 
this mixed-method approach, this research overcame the weak points of each method 
and checked the possible eccentricities of a particular method, thereby avoiding 
possible bias (Bryman, 1984; Saunders et al., 2007).
7.4 Practical implications
The study’s findings provide useful information not only for owners and 
managers of ethnic restaurants but also for organisers and marketers of tourism 
industries.
Market research in the UK has shown that ethnic restaurants, such as Chinese, 
Indian, Thai, Japanese and Mexican restaurants, are the second most frequently 
visited restaurants, following pubs, and that ethnic restaurants are followed by Italian, 
fast-fbod, British and European restaurants. Although the number of ethnic 
restaurants is growing rapidly, because of the economic recession, saving has 
become the top spending priority of UK consumers, rather than dining out (Mintel, 
2013b). This issue adds to the intense competition amongst restaurants. Therefore, it
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is important for these ethnic restaurants to provide consumers with more tangible 
reasons to visit. To accomplish this goal, it is necessary to find out why customers 
visit ethnic restaurants and what they expect fi*om and value and experience in these 
environments. Therefore, efforts should be invested in understanding the specific 
motivations of the target customers in visiting ethnic restaurants. This study 
identified these motivational factors, and these motivations showed why customers 
choose to go to ethnic restaurants. Those are useful when ethnic-restaurant operators 
consider the key elements of the restaurants that attract customers. The scale 
developed in the study can be also adopted or modified to measure motivations 
among various target customers since differences can be found in the level of 
importance of a particular motivation based on age, social status or restaurant 
location. For example, in their study regarding the influence of age on customers’ 
dining experience in Japanese restaurants in the US, Reynolds and Hwang (2005) 
found that the 31-40 age group placed more importance on service, and the younger 
age group valued the appearance of food more than service. In addition, in the 
current study, interviewees who lived in large cities and had more exposure to 
cultural diversity, including travel experiences, tended to look for authenticity, 
including spiciness. Adjusting the flavour of food to the tastes of local people is not 
always a good strategy for ethnic restaurants. Customers are becoming more 
sophisticated with more cultural exposure, through their experiences visiting various 
ethnic restaurants and travel (Ebster & Guist, 2005). Thus, the extent to which the 
food authenticity should be adjusted should be based on their primary customer 
composition (Liu & Jang, 2009). For example, a different strategy can be considered 
if the restaurant is located in a large city with a multicultural environment.
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The findings of this research suggest several insights for operators of ethnic 
restaurants. First, the findings in this study stressed the importance of the restaurants’ 
basics, such as food quality, cleanliness, atmosphere and service, which are often 
perceived as better in ethnic restaurants than they are in British restaurants. 
Considering that while interviewees wanted staff in the restaurants to be people from 
the origin country, they still expected smooth communication with staff in English, 
training the staff to deliver information that customers want properly seems 
important. Communication with staff is particularly important in ethnic restaurants 
since customers have comparably little information or knowledge about food in the 
restaurants. In the same context, provide sufficient information regarding ingredients 
and possible allergy information on menus seem necessary. It is particularly 
important for operators of ethnic restaurants to acknowledge that customers put more 
importance on general restaurant attributes than on sensory appeal. In addition, since 
customers perceive that they are paying not just for food but for an experience, 
managers of ethnic restaurants should consider how they can create and provide a 
more cultural experience, as was confirmed in the importance of the factor of Novelty, 
Learning and Culture. In the same context, operators of ethnic restaurants should 
expend effort on promoting the cultural advantages of visiting ethnic restaurants. For 
example, they could highlight that the ethnic restaurant experiences can enable 
customers to learn about the culture and experience it without physically travelling.
An increasing number of countries utilise local food and gastronomic 
products as a way to promote their countries as travel destinations. As it has been 
confirmed that ethnic restaurants can serve the role of cultural ambassadors and 
further influence their customers’ intentions to visit their countries of origin, tourism
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marketers can cooperate with the restaurants that serve their traditional foods abroad, 
as has been seen in the case of Thailand, Taiwan and South Korea. For example, 
when advertising a country as a travel destination abroad, destination marketers can 
suggest that people try ethnic restaurants in their home countries first in order to gain 
awareness of and familiarity with the country’s people, food and culture and thereby 
to develop positive attitudes towards travelling to that country. To achieve this, the 
importance of marketing using multi-media and/or social network arises. 
Considering that the interviewees who had not been to Korean restaurants stated that 
they had not been to Korean restaurants not because they did not want to, but 
because they did not know where to find it, it is important to inform potential 
customers where they can find the restaurants. For example, marketers can provide 
and distribute maps that indicate where those restaurants are located in places where 
people can easily access, whether online or offline. This can be cooperated with 
restaurant operators. Also, interviewees who had not been to the origin country of 
the restaurants often expressed that they did not know what to eat in ethnic 
restaurants, and this sometimes was one of the reasons to avoid trying an unfamiliar 
restaurant. Thus, it is necessary to introduce some of typical foods through various 
media, such as TV, information leaflets, magazines and various forms of internet 
advertising, including using social network services. Holding events that people can 
taste some of typical foods or opening pop-up stalls in festivals or commercial area 
such as shopping malls where people can have easy access could be a good way to 
introduce some of the foods to customers.
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7.5 Limitations and suggestions for future research
Despite efforts to conduct rigorous research, this study is not free from 
limitations. Its primary limitation is its lack of generalizability, the cause of which 
lies in the sampling technique. First, in the initial qualitative stage, a purposive 
sampling method was used and the sample was selected from a restricted area of the 
UK. Thus, to including people from other areas in the UK would be helpful in 
building a more precise conceptual model and might result in additional motivational 
factors for visiting ethnic restaurants, which could be added to the motivational scale 
developed in the quantitative stage. The second stage interviews also used a 
purposive sampling method. The sample was approached in tourist areas only in 
Seoul, while other British tourists who were travelling elsewhere in the country could 
have had different motivations for travelling in South Korea. Including British 
tourists from areas in South Korea other than Seoul would be helpful in expanding 
the understanding of travel motivations. In addition, the questionnaire survey used a 
convenience sample because the number of British customers who visit Thai, 
Japanese, Chinese and Korean restaurants was unknown. Accordingly, a sampling 
frame could not be constructed. Thus, adopting a probability sampling design was 
not feasible (Saunders et al., 2007). The survey was posted online on various forums 
with different subjects and in different areas, not just on websites related to food and 
restaurants, in an attempt to access the mass population. In addition, to overcome the 
weakness of the sampling method, flyers telling interested people how to access the 
survey were distributed on streets. Although the flyers were distributed in a restricted 
area, the internet forum websites allowed respondents in any location to be reached 
(Taylor, 2000). However, due to the characteristics of online surveys, the
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respondents were self-select, leading to the possibility of encountering sampling 
problems, such as a low percentage of older respondents and a high percentage of 
respondents with a higher education level (master’s degree and above). Hence, the 
final sample cannot be regarded as a random sample, and the findings may not be 
generalizable to all British customers. Future research can overcome this sampling 
problem by employing other data collection methods. In the same context, since the 
sample was confined to British customers, the findings and the developed scale may 
be limited to British customers and may not be applicable to other nationalities. 
Nevertheless, convenience sampling may be used for research of an exploratory 
nature, which is designed to generate ideas and insights. Furthermore, for research 
that examines the relationship between factors, it is unlikely that a convenience 
sample would lead to significant bias in the relationship if it is used with care 
(Kerlinger, 1986; Churchill & lacobucci, 2005). In light of this, future research may 
consider adopting or modifying the motivational scale developed in this study and 
the TPB model for use in testing with people of other nationalities.
Lastly, since the motivational factors and the scale developed are restricted to 
four ethnic restaurants, Thai, Japanese, Chinese and Korean, they may not be 
generalizable to all ethnic restaurants. Other ethnic restaurants may have other 
attributes. For example, healthiness was found to be one of the attributes of Asian 
food (Chinese, Indian, Japanese, Korean, Thai and Vietnamese) that American 
customers perceive (Jang et al., 2009), and findings from the current study showed 
that such could also be the case for British customers. However, health concerns are 
unlikely to be important for other ethnic restaurants, such as Mexican or Caribbean. 
Therefore, further testing of the measurement scale developed in this study is needed
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in order to examine whether the scale is applicable to other ethnic restaurants. Based 
on the motivational factors identified in this study, future research can reveal new 
information about motivations, can add and/or delete items or can modify the 
underlying dimensions.
In the same context, the influence of experience with ethnic restaurants on 
intention was confined to Korean restaurants, so different results may emerge with 
other ethnic restaurants. Research with customers who visit other kinds of ethnic 
restaurants and measuring the influence of a greater variety of ethnic restaurants on 
intention would add validity to the conclusions and give evidence of generalizability. 
Considering the complicating nature of human behaviour regarding motivation and 
intention, future research may also adopt or develop models other than the TPB 
model to measure intention, especially when it is for the prediction of behaviour, as 
some arguments have contested the accuracy of predicting actual behaviour fi*om the 
TPB model (Smith & Biddle, 1999). The use of other data analysis methods can also 
be considered, and the comparison between them and this study would contribute to 
the body of knowledge both on the ethnic restaurants and tourism.
Lastly, the revised model proposed in conclusion, in section 7.2.4 (See Figure 
7.2) was not tested but proposed as the result of the study. Thus, testing and 
refinement of the proposed model in this study is certainly possible with further 
research. Moreover, such investigation and modification could include the addition 
and/or deletion of components of the model.
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APPENDIX 1 INFORMATION SHEET FOR 
PARTICIPANTS
UNIVERSITY OF
I am Seo Yeon Jang, and I am a PhD student in University of Surrey. I am 
conducting interviews for my research project, which is to investigate ethnic 
restaurant choice motivations. The research will contribute to a PhD thesis in the 
School of Management at the University of Surrey, UK. Would you like to 
participate in this study? It might take between 20-30 minutes of your time. Thank 
you.
I am going to ask about your recent ethnic restaurant experience, particularly Thai, 
Japanese, Chinese and Korean. You do not have to take part, and if you wish to 
withdraw you can do so at any time without prejudice. All data or information you 
provide will be treated as strictly confidential and will be used only for academic 
purposes. Any complaint or concerns about the study will be addressed; please 
contact Anita Eves on a.eves@surrey.ac.uk.
This study has received a favourable ethical opinion from the University of Surrey 
Ethics Committee.
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APPENDIX 2 INTERVIEW SCHEDULE 1
(Ethnic Restaurant Choice Motivation)
Please think about ethnic restaurant you visited recently for a while. Thank you. 
<Regarding Ethnic Restaurant>
Ql. When did you recently eat out in Thai, Japanese, Chinese or Korean restaurant? 
(To recall the experience)
(Or Think of an ethnic restaurant you would like to go..?)
Q2. Why did you choose this restaurant?
(-What do you consider as important when you choose ethnic restaurant?)
Q3. With whom did you go there? (For what reason..?) (To find out occasion)
Q4. How often do you go to this restaurant? (& ethnic restaurant overall)
Q5. What do you like about the ethnic restaurant? (and ethnic restaurant overall??) 
Q6. Is there anything you don’t like about the restaurant?
<Regarding Ethnic Food>
Q7. What was pleasurable about tasting ethnic food in the restaurant?
Q8. What words best describe your feeling when you tasted ethnic food in ethnic 
restaurant?
Q9. What do you think are the advantages of tasting ethnic food in the restaurant? 
(-What was not pleasurable about tasting ethnic food?)
(-What do you think are the disadvantages of tasting ethnic food?)
<Korean Restaurant>
QIO. Have you ever been to Korean restaurant?
***If yes->
Ql 1. Why did you choose to go to Korean restaurant?
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Q12. With whom did you go there? And what was the reason of eating out? 
(Occasion)
Q13. How often do go to Korean restaurant?
Q14. What do you like about Korean restaurant?
(What are the advantages of going to Korean restaurant?)
Q15. Is there anything you don’t like about Korean restaurant?
****IfNo->
Ql 1-1. Is there any reason you did not go to Korean restaurant (or try Korean food)? 
Q12-1. Which factor (What) would you make you to try Korean restaurant?
Q13-1. What do you expect if you go to Korean restaurant?
Q14-1. (Pictures of Korean food) After you saw these pictures, what do you think or 
feel about Korean food?
***Is there anything else you want to talk more about your overall ethnic restaurant 
experiences?
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APPENDIX 3 INTERVIEW SCHEDULE 2 
(Travel Motivation to South Korea)
Start) How would you describe the reason that has brought you to South Korea? Is 
this a pure pleasure trip?
->if Yes : keep going
1. Please describe the members of your travel party. For example, are you travelling 
alone or are you travelling with family members or friends?
2. Is your immediate travel party part of a larger group? For example, are you 
visiting South Korea on a group tour?
3. Is this your first time to South Korea? Why did/do you choose to visit South Korea 
for your travel destination?
4. What are some of the things that encouraged you to come to South Korea? (Please 
provide details.) (For example, advertisements, or visiting Korean restaurants at 
home..)
5. Are there any other factors that motivated you to visit South Korea?
6. For how long and how had you prepared for this trip to South Korea?
(What information did you learn and was useful before visiting Korea?)
7. What were your expectations of South Korea? Were they met?
(Which part of this trip was do you enjoy so far? (What do you enjoy the most in this 
trip?)
-if there’s not mention about food, ask about their experience about local food, 
(e.g.. Have you tried Korean food in South Korea? Did you enjoy it? What was 
good and what was not so good? Have you tried them before in the UK?)
320
Seo Yeon Jang APPENDIX
8. What do you think will be your memories of your visit to South Korea after this 
trip is over? How will this trip influence you after you go back to the U.K?
9. Where have you been for your vacations before South Korea? And where would 
be your next travel destination? (to see their usual travel destinations)
321
SeoYeonJang   APPENDIX
APPENDIX 4 TRANSCRIPTION
Participants 17
Male/ single/ 45-54/ postgraduate/ former head project manager in Nokia design 
(25/03/2011)
Q. When did you recently eat out in Thai, Japanese, Chinese or Korean restaurant?
A. Thai restaurant, which is quite close to my house. And that was about two weeks 
ago.
Q. Why did you choose this restaurant?
A. Well actually, it is close to my house.(Laughing) Well it’s the only Thai locally, 
so that’s one thing, and they had refurbishment done, and I wanted to see whether.. .1 
hoped they changed the chef, cause the food, it was okay but it wasn’t quite as good 
as I hoped last time I was in there. So I was hoping that you know, refurbed resulted 
in improved food quality.
Q. With whom did you go there?
A. A female friend of mine. Just casual dining out.
Q. What do you consider as important when you choose ethnic restaurant?
A. Well, it depends on the situation, I think. In this particular circumstance, um, 
(thinking) we want nice interior, we want it to have nice ambience, but the main 
point of going there was the food, for me, in this particular circumstance. It could’ve 
been a date, and date, then you know, the importance of ambience and the interior 
and the service would’ve gone up. But for me, it was really just the taste of the food 
quality in this particular case. And also, yeah the service as well. Service as well, 
which was very good actually. (Ambience? Anything special about it?) 
Um..(thinking for a while) I suppose, with that particular one, it’s not the most Thai 
I’ve been to, because I’ve actually been to Thailand, and I’ve been to posh restaurant 
in Thailand as well as the shacks you know, which actually serve the better food, but 
basically, with this one, they all dressed very nicely, the service is very good, um, the 
background music is quite nice, the lighting and seats are comfortable, so it’s really, 
really all the physical stuff, um you know from seven Ps it’s all of that..But the..they 
got these quite good. It’s pretty good. It’s a lot better than it was. Previously, it was a 
pub, and it has been converted into a restaurant, but not particularly well. Um, so in 
fact, in this particular case, they can tune it up to be more like a..I would say English- 
Thai restaurant actually, it’s a little bit like one here, what’s that, rumwong, in terms 
of the deco, and the dress as well, actually.
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Q. How often do you go to this restaurant? (& ethnic restaurant overall)
A. Not so often. Um. .maybe three or four times a year, (and ethnic restaurants 
overall?) Generally a lot. I mean, I would say, if you say Asian restaurant, not so 
many. Indian restaurants, a lot. I mean, that would be at least once a month probably, 
actually, when I was earning money, probably go once a week, um..now I am not 
earning so much money, maybe I eat home a little bit more, but in terms of Chinese 
and Indian, sorry Chinese and Thai, um..I would say, yeah it’s dropped now, it 
probably is about three of four times a year for both, so 8 times a year, um, so not so 
often. Um..cause my favourite food is, probably Thai, but as I said one there is not so 
good, and one here is very good, but a little bit expensive for me now. So before, it 
would be a lot more.
Q. What do you like about the ethnic restaurant? (and ethnic restaurant overall??)
A. Um..first and foremost, the food. But then it’s also you do, specifically in 
Japanese restaurants, I used to go to those a lot cause worked in London, um and the 
Korean one as well actually, you get a little bit of a window into the culture, um I ’ve 
not actually been to Korea, so I don’t know how authentic they were, but I have been 
to Japan and Japanese one when you walking through the door, smell, actually that is 
another thing that I should mention in the ambience, the smell, it smells like Tokyo, 
in a good way, you know. You walk into a restaurant and smells like Tokyo 
restaurant. If you walking down one of the little restaurant districts, the little streets 
you can smell all the food and you walk in, smells like that, you know. It smells 
authentic, it looks authentic, you know, if you didn’t realise that you just walked up 
the streets in London, you would thought, um actually maybe I am in Japan, cause 
there are a lot of Japanese people in there. Um so, yes, so it’s a little window on the 
culture, perhaps as well as the food, but, in the main, in terms of the Thai specifically 
I go for the food cause I love Thai food. (What is so special about the food?) The 
flavours, um it’s the flavours of strength. I love hot, very hot chilli hot food. So very 
spicy. But the problem is that they never make it spicy enough for me. Um, because 
they always assume I am English, ah yeah, he won’t be able to take it. So I tend to 
get it even if I ask it really strong, you don’t get it strong as you would in Thailand. 
But yes, it’s the flavours, spices, the vegetables..it’s the whole thing you know, it’s 
basically quite different style to Indian or to Chinese. So um..Korean I haven’t had so 
much, but I used to eat Korean food in London, um little restaurant around the comer 
from the work, and that’s different again in terms of the styles and flavours, but again 
it’s quite highly flavoured food. So I quite like that.
Q. Is there anything you don’t like about the restaurant?
A. This particular one, the Thai restaurant, yeah I think as touched on earlier but the 
food isn’t hot enough for me. It’s not that authentic as it should be. Exactly I know 
what real Thai food tastes like in Thailand, um I know what I can cook at home and 
it’s okay, still not as good as in Thailand, but maybe slightly better than the
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restaurant was. Last time when I was in there, the food quality was a lot better. Still 
perhaps could be a bit tastier, but not bad.
Q. What was pleasurable about tasting ethnic food in the restaurant?
A. Um, well, it’s about different flavours, it’s the smell of it, the look of it and the 
different tastes on your palate. Cause it’s different spices they use, um you know the 
fish sauce which is quite salty, and the fish with the kaffir lime leaves and the 
coconut probably as well. They are quite the pungent flavours, and they., you know 
it’s really a salt on your senses and it’s great. And especially when there’s enough 
chilli in it as well cause you get all the hits of different flavours and you get the chilli 
bug. So it’s a, it’s experience of that, really, you know, so I enjoy, (what the pungent 
means?) it a word meaning very strongly smelling, (in a good way?) not necessarily, 
it’s neutral. You could say pungent could be bad, pungent could be good.
Q. What words best describe your feeling when you tasted ethnic food in ethnic 
restaurant?
A. Um...(thinking)..actually you could say exciting then, actually, yeah. But also..oh 
that’s hard question actually...cause I didn’t think of it in that way. Um..certainly 
exciting, certainly interest, intensity..intensity of the flavours. Um, it’s like the 
balance of the flavours, and temporal effects of flavours just like chilli hits late, 
whereas perhaps the salt in is instant cause it’s straight on your tongue, then some of 
more complex ones that a olfactory, then those hit there in between, you know, so 
it’s kind of yeah, salt the basic, salts, sour initially then you got the olfactory ones 
that the smells, then you got the chilli hits you (“kwak”..sounds) at the end. (You are 
so analytical..), (laughing) Well I suppose your question causes me to do that, you 
know when I am sitting there, I am probably not going through this, but I am saying I 
am enjoying it for these reasons, but I am very analytical person actually, I tell so. 
(laughing)
Q. What do you think are the advantages of tasting ethnic food in the restaurant?
A. Advantages? I think going to the restaurant is always better than the any ready 
meal. I know I criticise it, but um..it’s better than anything you can buy in a 
supermarket. Is it better than stuff I can cook myself? I think it is now, it wasn’t. 
Um..is it just as good as in Thailand? No. But the advantages basically, with regards 
to the flavour, if you then on a date, um or special occasion, and it’s nice to go out 
and there’s other factors in terms of going to a restaurant, um..in terms of that one 
particular, it is very close to my house, so it’s less than five minutes’ walk, so it’s not, 
it’s going out but not very far, no taxis, you know you can have a drink, but also it’s 
a bit more special than cooking something at home. It’s a lower intimacy type of 
thing. So you know if somebody’s on a first date, you don’t invite to house for 
cooking a meal, (laughing) do you? So, you know what I am saying, it depends on 
the situation, basically. If it’s friends, then it’s quite nice to go out and chat, you
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know, so catch up. So a bit more special, a bit different from cooking something at 
home.
Q. What was not pleasurable about tasting ethnic food?
A. Um, yeah..Sometimes you find out what’s in it, and that can be a bit of surprise. 
Or you put um, your spoon in it and you pull out something unpleasant, um to 
English palate anyways. Um, I mean I remember this restaurant, when I first went to 
Malaysia, I used to work there, and I went into a Canteen restaurant in Motorola 
where I worked, and there were all the chicken’s feet lined up along the um .. .you 
know, uh..ooh, (sounds) I tried one, but I didn’t like it particularly. They’re not very 
nice. So in terms of that, it’s a little bit of a shock factors sometimes. Um..like in 
Thailand, the bug..they sell the fired bugs, worms um..ooh, scorpions things like that. 
You can try those, (laughing) And Japan. .Japan initially even raw fish in the UK, you 
kinda have been taught from kid don’t eat raw fish, you will get sick, of course it’s 
not, you don’t, of course, you don’t. You know, they have been doing this for 
centuries, you know they have to do it without anybody getting sick (a bit sarcastic..). 
And so, there’s a little bit of a culture shock element to it, if something is very 
outside of something what you used to eating, suddenly in Japan, Fugu, poisonous 
popper fish, you know it blows up like balloon, and it has poison, and I had that. It 
doesn’t taste very nice, but...yeah. So with this particular restaurant, I would never 
get any major culture shock cause it’s UK, it’s anglicised, it’s here they know what 
English people can tolerate, um..if you go to, perhaps up to London, then in a 
Chinese restaurant there, then you will get something a little bit more..um (thinking 
for word)..real than you would do it in provincial town..um..so culture shock 
potential here is quite low.
Q. What do you think are the disadvantages of tasting ethnic food?
A. Um..well I think it’s only these things I just said really..about the culture shock 
element., you might have, you know I would eat dog in China, I mean, I don’t 
know..I might..I mean, I had a dog as a pet, um but same time it’s meat, I don’t know. 
I’ve eaten Kangaroo, I’ve eaten alligator, um some of these things..snake, some of 
these things aren’t shocking, but certainly some of the stuffs in Japan were still 
moving, that I have a problem with. Um, so I think it’s really the only 
disadvantages..is if you get major culture shock from what’s in it, but you know, 
that’s highly unlikely here. Cause restaurant doesn’t want to scare English people, so 
they won’t serve you anything too wacky, like deep fried bugs or anything. Then I 
suppose the other disadvantage could be you don’t know what you’re ordering. So 
it’s helpful if the waiters and waitresses are very knowledgeable about the foods, so 
they can kind of tease out what you like and suggest some dishes.
<Korean Restaurant>
Q. Have you ever been to Korean restaurant?
A. Yes, a couple of.
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***If yes->
Q. Why did you choose to go to Korean restaurant?
A. Um, because I hadn’t been to one before, (laughing) It was two reasons actually. 
One, I like to be adventurous with food, and I had Korean colleague who said ooh 
this restaurant around the comer is actually quite good, um and I never had Korean 
before. So I thought, um, okay, just give it a go, something different. And I when I 
went there, got some advice of Koreans from work what would be good things to eat, 
and when I arrived there I talked to the guy who serving us, he gave small advice and 
yeah, order some different foods, and it was really nice, yeah. It was really good. But 
the main reason was something different and I got the recommendation.
Q. With whom did you go there? And what was the reason of eating out? (Occasion) 
A. With my colleagues, for just casual eating out.
Q. How often do go to Korean restaurant?
A.Um..oh..not quite..once a week, or probably once every two weeks. You know one 
and a half times a week, maybe. So sometimes I go twice in a week, but sometimes I 
wouldn’t go for a little while, but it was very nice, actually very good. Quite well 
served food, and it’s quite reasonably priced, and nice place as well.
Q. What do you like about Korean restaurant?
A. Um, well again, it’s the flavours. Yeah, I mean this particular place, the ambience, 
it wasn’t bad inside it’s nice restaurant, but I’ve never been to Korea, so I have 
nothing to compare it to, but in terms of the food quality, it’s very good, and in terms 
of flavour, it’s very different. You know, different spices, different herbs and again 
quite spicy though, really quite spicy food, which is I love. So, I mean that is the 
main advantage for the reason why I go there.
Q.What are the advantages of going to Korean restaurant?)
Spicy and flavour. And um..I suppose if you had the Korean barbeque, um that’s 
kind of social thing, actually. I’ve done that before as well. Um..so that would be..it’s 
quite fun when you cook your food on the hot plate, is that authentic Korean? (yes) 
It’s genuine, not frauds then, (laughing) So that’s actually I would say advantages if 
you got good group of friends, and you’re kind of cooking the food and..it’s like a 
mixture of being home, cooking your own food but being else, you know in the 
restaurant environment, having kind of buzz around you, so I would say it’s actually 
unique thing, perhaps only the old Japanese restaurant where the yakitori they cook 
in front of you? (Okonomiyaki?) Oh, that’s it, that’s it. Yeah, but it’s fairly unique, to 
be honest. So, that would be a major advantage I think.
Q. Is there anything you don’t like about Korean restaurant?
A. Um, not this particular one, I mean. I ’ve never had. I’ve never had dish I didn’t 
like. But then I dig kind of still don’t know the thing, kind of wacky, well for me.
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There were few, um unusual dishes I can’t remember, but um..like.my colleague said 
no no no don’t try even, you don’t like it. (laughing) Um..I don’t know., there 
wouldn’t be such a dish..chicken um..knuckles almost like um, chicken cartilages? 
Am I thinking different restaurant..um.. it’s like, you know you have bones, then you 
have like gristles, cartilages between them..Is there dishes that involve those? I don’t 
think..(thinking) no I think I am thinking Chinese, cause there is Chinese dish, that’s 
cartilages. So no I can’t remember. I can’t remember what it was. But there are 
something perhaps unusual things on menu, perhaps I wouldn’t want to eat. Um, I 
would think, okay I am not gonna try that, (laughing) My colleague did say don’t go 
for that, you won’t like it. (laughing) I can’t remember the name, okay the names are 
all in emphasised Korean, you know it wasn’t something I could recognise.
When I am really satisfied, I would probably come back again, um„you feel happy, 
probably you feel happy, you come back, what else I can say? Enjoy the experience. 
Um I suppose in another way it also gives me a you know the impetus, the drive to 
go to a different restaurant. Okay, next time, probably try different ethnic restaurant. 
Um, I’ve been to Cambodian, Vietnam..some of the other restaurants as well. Um 
although they are not so common here. Um. So you want to try even more different 
thing, if you get a good experience. The Cambodians, there are very few in London, 
some of the stuffs I had were very hot actually, very different spices, again very 
different flavours. Very nice.
Well, I suppose for me, the..um..I generally find if you compare them all, I like them 
all highly spicy ones, I find Chinese can be..it’s nice, but I wouldn’t do that often 
because it can be a little be blend. I mean, I travelled around the China, um for a few 
weeks, I travelled a lot..(laughing) and after a while I got bored at the food, cause I 
tried everything apart from perhaps the dog, (laughing) you know, I tried everything, 
I had some snakes, most of the things you know, all the little wontons and um 
general dumpling type of meals, some Szechuan food as well which had a bit of 
spicy in it, that was quite nice, but there’s not as much variety at least in the place we 
were allowed to go, and I think maybe in reality, if we were allowed to travel further, 
there would be more variety, but you know there’s quite a limit that governments put 
where you can go as a tourists, um so for me, that isn’t that interesting, whereas 
specifically sort of Thai food, Korean food, yeah Cambodians as well, those foods 
are really very tasty, and very different to what you generally get. So it’s very 
different from English food for instance, I am not the major fan of but um, I mean 
yes, so for me, there’s quite differentiation between the nations and those national 
restaurants.
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APPENDIX 5 ELICITATION SURVEY 
QUESTIONNAIRE
U N IV E R SItY O F
Dear Sir and Madam
The purpose of this questionnaire is to study tourists’ intention to visit a country as a 
tourist destination. The research will contribute to a PhD thesis in School of Tourism 
and Hospitality Management at University of Surrey, UK.
Any data or information obtained from this questionnaire will be treated as strictly 
confidential and will be used only for academic purposes.
Thank you for devoting your time to complete this questionnaire.
Your contribution to the research is valued.
Yours Sincerely,
Seo Yeon Jang 
PhD student
School of Tourism and Hospitality Management 
University of Surrey 
E-mail: s.jang@surrey.ac.uk
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1. Have you been to a Korean restaurant in the UK? (Yes/No)
2. Have you been to South Korea? (Yes/No)
*If Yes-> If you have been to South Korea, you do not need to continue with the next 
questions. Thank you for your participation.
*If No->Please continue with the next questions
3. What do you believe are the advantages of your visiting South Korea?
4. What do you believe are the disadvantages of your visiting South Korea?
5. Is there anything else you associate with your visiting South Korea?
6. Are there any individuals or groups who would approve of your visiting 
South Korea?
7. Are there any individuals or groups who would disapprove of your 
visiting South Korea?
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8. Are there any other individuals or groups who come to mind when you 
think about visiting South Korea?
9. What factors or circumstances would enable you to visit South Korea?
10. What factors or circumstances would make it difficult or impossible for 
you to visit South Korea?
11. 11. Are there any other issues that come to mind when you think about
the difficulty of visiting South Korea?
PARTICIPANT’S INFORMATION
Q l. Gender
Male Female
Q2. Marital status
Single  Married
Q3. Age group
Under 24 25 to 34 35 to 44 45 to 44 55 and over
Q4. Education
Under Secondary School (High School) 
Postgraduate degree  O ther___
Q5. Occupation:__________________
Q6. Nationality:
Undergraduate degree
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APPENDIX 6 PILOT SURVEY QUESTIONNAIRE
UNIVERSITYOF
The purpose of this questionnaire is to study UK customer’s ethnic restaurant experience and 
its influence. Here, for the purpose of the study, UK customers are restricted to people who 
have British citizenship, and who were bom in the UK. In addition, ethnic restaurants are 
restricted to Thai, Japanese. Chinese, and Korean restaurants (Take-away shops are 
excluded).Please keep this in mind when you fill in the questionnaire.
I am very interested in your opinion. Do you have a few minutes to answer questions for me? 
The research will contribute to a PhD thesis in School of Tourism and Hospitality 
Management at University of Surrey, UK.
Any data or information obtained fl-om this questionnaire will be treated as strictly 
confidential and will be used only for academic purposes.
Thank you for devoting your time to complete this questionnaire.
Your contribution to the research is valued.
Yours faithfully,
SeoYeonJang 
PhD student
School of Tourism and Hospitality Management 
University of Surrey 
E-mail: s.jang@surrey.ac.uk
Al. Are you a citizen of the United Kingdom?
a  Yes E No (End of questionnaire)
A2. Have you eaten at any Chinese, Thai, Japanese, or Korean restaurants in UK? 
a  Yes E No (Jump to D)-page 3
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Part I. Motivations to visit ethnic restaurants
Please tick box that best reflects your opinion towards each statement when you choose 
ethnic restaurants (Chinese, Thai, Japanese or Korean), from 1) Strongly Disagree to 7) 
Strongly Agree.
B. When I visit ethnic restaurants, it is important for me...
Strongly Disagree Neutral Strongly Agree
1. To have food that tastes good 1 2 3 4 5 6 7
2. To have food that smells nice 1 2 3 4 5 6 7
3. To enjoy food that has a pleasant texture 1 2 3 4 5 6 7
4. To have food that looks nice 1 2 3 4 5 6 7
5. To have spicy food 1 2 3 4 5 6 7
6. To have adequate portions of the food 1 2 3 4 5 6 7
7. To have food that keeps me healthy 1 2 3 4 5 6 7
8. To have food that helps me control my weight 1 2 3 4 5 6 7
9. To have food that contains high quality ingredients 1 2 3 4 5 6 7
10. To have more authentic ethnic dishes 1 2 3 4 5 . 6 7
11. To dine in a clean place 1 2 3 4 5 6 7
12. To dine in restaurants with a pleasant atmosphere 1 2 3 4 5 6 7
13. To have a meal in a more authentic ambience/environment 1 2 3 4 5 6 7
14. To be able to conununicate with the staff about menu 1 2 3 4 5 6 7
15. To dine in a restaurant that provides good service 1 2 3 4 5 6 7
16. To dine in the restaurants that offer good value for money 1 2 3 4 5 6 7
17. To have food that is not expensive 1 2 3 4 5 6 7
18. To dine in a restaurant in a location convenient to where I live/work 1 2 3 4 5 6 7
C. The reason why I choose to visit ethnic restaurants is...
Strongly Disagree Neutral Strongly Agree
1. To have/feel some change in my daily routine 1 2 3 4 5 6 7
2. To escape from my daily life 1 2 3 4 5 6 7
3. To eat something different from what I normally eat 1 2 3 4 5 6 7
4. To discover something new 1 2 3 4 5 6 7
5. To see other people’s way of life 1 2 3 4 5 6 7
6. To experience another culture 1 2 3 4 5 6 7
7. To increase my knowledge about different cultures 1 2 3 4 5 6 7
8. To be adventurous in trying out a variety of foods 1 2 3 4 5 6 7
9. Out of curiosity, to explore something I don’t know well 1 2 3 4 5 6 7
10. To feel as if I am travelling in another country 1 2 3 4 5 6 7
11. To increase fnendship or kinship with the people I am going with 1 2 3 4 5 6 7
12. To have an enjoyable time with family/friends 1 2 3 4 5 6 7
13 .1 have acquaintances from that country 1 2 3 4 5 6 7
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C-1. If there is any other reason to visit ethnic restaurant, please specify:
D. Please tick box that best reflects your opinion towards each statement.
Strongly Disagree Neutral Strongly Agree
1. I work/study in multi-cultural environment 1 2 3 4 5 6 7
2. I live in multi-cultural environment 1 2 3 4 5 6 7
3. I enjoy travelling abroad 1 2 3 4 5 6 7
4. I enjoy local food when I travel abroad 1 2 3 4 5 6 7
D-1. How many times do you travel abroad per year, on average?
Part II. General food preference
E. Please tick box that best reflects your general attitude towards each statement about food, 
from 1) Strongly Disagree to 7) Strongly Agree.
Strongly Disagree Neutral Strongly Agree
1. I am constantly sampling new and different foods 1 2 3 4 5 6 7
2. I don’t trust new foods 1 2 3 4 5 6 7
3. If I don’t know what a food is, I won’t try it 1 2 3 4 5 6 7
4. I like foods from different cultures 1 2 3 4 5 6 7
5. Ethnic food looks too weird to eat 1 2 3 4 5 6 7
6. At dinner parties, I will try new foods 1 2 3 4 5 6 7
7. I am afraid to eat things I have never had before 1 2 3 4 5 6 7
8. I am very particular about the food I eat 1 2 3 4 5 6 7
9. I will eat almost anything 1 2 3 4 5 6 7
10 .1 like to try new ethnic restaurants 1 2 3 4 5 6 7
Part III. South Korea as a travel destination
F1. Have you been to South Korea?
Q] Yes (continue to F2) El No (jump to F3)
F2. I f  yes, your main reason for travel was_______ (Jump to Part IV)
F3. Have you been to any Korean restaurants in the UK? 
in Yes El No
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Please tick one box that best reflects your opinion towards each statement.
Strongly Disagree Neutral Strongly Agree
F4. I am willing to visit South Korea as a travel 1 2 3 4 5 6 7
destination.
Extremely Unlikely Extremely Likely
F5. I plan to visit South Korea for holidays. 1 2 3 4 5 6 7
Extremely Unlikely 
F6. I will make an effort to visit South Korea for holidays.
Extremely Likely
1 2 3 4 5 6 7
F7. All things considered, I think visiting South Korea for a pleasure trip would be
1. Worthless 1 2 3 4 5 6 7 Valuable
2. Unenjoyable 1 2 3 4 5 6 7 Enjoyable
3. Boring 1 2 3 4 5 6 7 Fun
4. Unpleasant 1 2 3 4 5 6 7 Pleasant
5. Unfavourable 1 2 3 4 5 6 7 Favourable
6. Negative 1 2 3 4 5 6 7 Positive
F8. Visiting South Korea would enable me to
Extremely Unlikely Extremely Likely
1. experience different culture 1 2 3 4 5 6 7
2. explore Korean food 1 2 3 4 5 6 7
3. experience different lifestyles 1 2 3 4 5 6 7
4. visit some cultural and historical attractions 1 2 3 4 5 6 7
5. have new (travelling) experiences 1 2 3 4 5 6 7
F9. For me, visiting South Korea
Extremely Unlikely Extremely Likely
1. to experience different culture is 1 2 3 4 5 6 7
2. to explore Korean food is 1 2 3 4 5 6 7
3. to experience different lifestyles is 1 2 3 4 5 6 7
4. to visit some cultural and historical attractions is 1 2 3 4 5 6 7
5. to have new (travelling) experience is 1 2 3 4 5 6 7
Strongly Disagree Neutral Strongly Agree
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F10. Most people who are important to me think that I 
should visit South Korea for holidays.
Strongly Disapprove Neutral Strongly Approve
FI 1. Most people who are important to me would approve 
or disapprove of me travelling to South Korea.
F12. The following people would approve or disapprove of me travelling to South Korea 
(N/A: There is no applicable person).
Strongly Disapprove Neutral Strongly Approve
Family 1 2 3 4 5 6 7
Friends 1 2 3 4 5 6 7
Colleagues 1 2 3 4 5 6 7 N/A
F13. The likelihood of me listening to what the following people say about my visit to South 
Korea is (N/A: There is no applicable person)
Strongly Disapprove Neutral Strongly Approve
Family 1 2 3 4 5 6 7
Friends 1 2 3 4 5 6 7
Colleagues 1 2 3 4 5 6 7 N/A
F14. For me, travelling to South Korea is...
Extrem ely Difficult Extrem ely Easy
1 2 3 4 5 6 7
Strongly Disagree
F15. If I wanted to, it would be possible for me to travel to 
South Korea.
Neutral Strongly Agree
1 2 3 4 5 6 7
F16. Visiting South Korea is difficult for me because...
Strongly Disagree Neutral Strongly Agree
1. The travel cost is expensive 1 2 3 4 5 6 7
2. I don’t know the (Korean) language 1 2 3 4 5 6 7
3. South Korea is very far away to visit 1 2 3 4 5 6 7
4. I do not have enough time to travel 1 2 3 4 5 6 7
5. I do not have enough information about South Korea (e.g. 
Magazines, TV programs etc.) 1 2 3 4 5 6 7
6. I am concerned about the political situation in South Korea 1 2 3 4 5 6 7
F17. To what extent would the following influence your decision to visit South 
Korea?
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Extremely Unlikely Extremely Likely
1. Travel cost 1 2 3 4 5 6 7
2. Korean language 1 2 3 4 5 6 7
3. Distance to Korea 1 2 3 4 5 6 7
4. Enough time to travel 1 2 3 4 5 6 7
5. Information about Korea 1 2 3 4 5 6 7
6. Political situation in South Korea 1 2 3 4 5 6 7
Part IV. Personal information
Gl. Gender: Q] Male
G2. Age group: ŒI 18-24
El 55-64
G3. Highest level of education: 
d  Secondary or equivalent 
S  Undergraduate degree 
E] Others (please specify) _
d  Female 
d  25-34 
d  65 or 65 +
d  35^4 d  45-54
d  Post-Secondary/College/Vocational or equivalent 
S  Postgraduate degree
G4. Monthly household net income:
m £750 or less d  £751-£1,250
d  £2,501-£5,000 E] £5,001 or more
G5. Living arrangements:
□ Living alone
d  Living alone with dependent child(ren) 
d  Living in a committed relationship with dependent child(ren) 
d  Living in a committed relationship without dependent child(ren)
G6. Current occupation:
d  What is your current occupation?_______________________
d  £l,251-£2,500
Please describe what your current job involves
d  If you are retired, what was your previous occupation? 
Please describe what your previous job involved____
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APPENDIX 7 MAIN SURVEY QUESTIONNAIRE
UNIVERSITY OF
The purpose of this questionnaire is to study UK customer’s ethnic restaurant experience and 
its influence. Here, for the purpose of the study, UK customers are restricted to people who 
have British citizenship, and who were bom in the UK. In addition, ethnic restaurants are 
restricted to Thai. Japanese. Chinese, and Korean restaurants (Take-away shops are 
excIuded).Please keep this in mind when you fill in the questionnaire.
I am very interested in your opinion. Do you have a few minutes to answer questions for me? 
The research will contribute to a PhD thesis in School of Tourism and Hospitality 
Management at University of Surrey, UK.
Any data or information obtained from this questionnaire will be treated as strictly 
confidential and will be used only for academic purposes.
Thank you for devoting your time to complete this questionnaire.
Your contribution to the research is valued.
Yours faitfuly,
SeoYeonJang 
PhD student
School of Tourism and Hospitality Management 
University of Surrey 
E-mail: s.jang@surrey.ac.uk
A l. Are you a citizen of the United Kingdom?
d  Yes ID No (End of questionnaire)
A2. Have you eaten at any Chinese, Thai, Japanese, or Korean restaurants in UK? 
d  Yes d  No (Jump to D)-page 3
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Part I. Motivations to visit ethnic restaurants
Please tick box that best reflects your opinion towards each statement when you choose 
ethnic restaurants (Chinese, Thai, Japanese or Korean), fl-om 1) Strongly Disagree to 7) 
Strongly Agree.
B. When I visit ethnic restaurants, it is important for me...
Strongly Disagree Neutral Strongly Agree
1. To have food that smells nice 1 2 3 4 5 6 7
2. To enjoy food that has a pleasant texture 1 2 3 4 5 6 7
3. To have food that looks nice 1 2 3 4 5 6 7
4. To have food that keeps me healthy 1 2 3 4 5 6 7
5. To have food that helps me control my weight 1 2 3 4 5 6 7
6. To have food that contains high quality ingredients 1 2 3 4 5 6 7
7. To dine in a clean place 1 2 3 4 5 6 7
8. To dine in restaurants with a pleasant atmosphere 1 2 3 4 5 6 7
9. To have a meal in a more authentic ambience/environment 1 2 3 4 5 6 7
10. To dine in a restaurant that provides good service 1 2 3 4 5 6 7
11. To dine in the restaurants that offer good value for money 1 2 3 4 5 6 7
12. To have food that is not expensive 1 2 3 4 5 6 7
13. To dine in a restaurant in a location convenient to where I live/work 1 2 3 4 5 6 7
C. The reason why I choose to visit ethnic restaurants is...
Strongly Disagree Neutral Strongly Agree
1. To have/feel some change in my daily routine 1 2 3 4 5 6 7
2. To escape from my daily life 1 2 3 4 5 6 7
3. To discover something new 1 2 3 4 5 6 7
4. To see other people’s way of life 1 2 3 4 5 6 7
5. To experience another culture 1 2 3 4 5 6 7
6. To increase my knowledge about different cultures 1 2 3 4 5 6 7
7. To be adventurous in trying out a variety of foods 1 2 3 4 5 6 7
8. Out of curiosity, to explore something I don’t know well 1 2 3 4 5 6 7
9. To feel as if  I am travelling in another country 1 2 3 4 5 6 7
10. To increase fnendship or kinship with the people I am going with 1 2 3 4 5 6 7
11. To have an enjoyable time with family/friends 1 2 3 4 5 6 7
C-1. If there is any other reason to visit ethnic restaurant, please specify:
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D. Please tick box that best reflects your opinion towards each statement.
Strongly Disagree Neutral Strongly Agree
1. I work/study in multi-cultural environment 1 2 3 4 5 6 7
2. I live in multi-cultural environment 1 2 3 4 5 6 7
3. I enjoy travelling abroad 1 2 3 4 5 6 7
4. I enjoy local food when I travel abroad 1 2 3 4 5 6 7
D-1. How many times do you travel abroad per year, on average?
Part n. General food preference
E. Please tick box that best reflects your general attitude towards each statement about food, 
from 1) Strongly Disagree to 7) Strongly Agree.
Strongly Disagree Neutral Strongly Agree
1. I am constantly sampling new and different foods 1 2 3 4 5 6 7
2. I don’t trust new foods 1 2 3 4 5 6 7
3. If I don’t know what a food is, I won’t try it 1 2 3 4 5 6 7
4. I like foods from different cultures 1 2 3 4 5 6 7
5. Ethnic food looks too weird to eat 1 2 3 4 5 6 7
6. At dinner parties, I will try new foods 1 2 3 4 5 6 7
7. I am afraid to eat things I have never had before 1 2 3 4 5 6 7
8. I am very particular about the food I eat 1 2 3 4 5 6 7
9. I will eat almost anything 1 2 3 4 5 6 7
10 .1 like to try new ethnic restaurants 1 2 3 4 5 6 7
Part III. South Korea as a travel destination
F1. Have you been to South Korea?
□ Yes (continue to F2) □ No (jump to F3)
F2. I f  yes, your main reason for travel was______ (Jump to Part IV)
F3. Have you been to any Korean restaurants in the UK? 
□ Yes □ No
Strongly Disagree
F4. I would like to try Korean restaurants in the UK.
Neutral Strongly Agree
1 2 3 4 5 6 7
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Strongly Disagree Neutral Strongly Agree
F5. I am willing to visit South Korea as a travel 1 2 3 4 5 6 7
destination.
Extremely Unlikely Extremely Likely
F6. I plan to visit South Korea for holidays. 1 2 3 4 5 6 7
Extremely Unlikely 
F7. I will make an effort to visit South Korea for holidays.
Extremely Likely
1 2 3 4 5 6 7
F8. All things considered, I think visiting South Korea for a pleasure trip would be
1. Worthless 1 2 3 4 5 6 7 Valuable
2. Unenjoyable 1 2 3 4 5 6 7 Enjoyable
3. Boring 1 2 3 4 5 6 7 Fun
4. Unpleasant 1 2 3 4 5 6 7 Pleasant
5. Unfavourable 1 2 3 4 5 6 7 Favourable
6. Negative 1 2 3 4 5 6 7 Positive
F9. Visiting South Korea would enable me to
Extremely Unlikely Extremely Likely
1. experience different culture 1 2 3 4 5 6 7
2. explore Korean food 1 2 3 4 5 6 7
3. experience different lifestyles 1 2 3 4 5 6 7
4. visit some cultural and historical attractions 1 2 3 4 5 6 7
5. have new (travelling) experiences 1 2 3 4 5 6 7
F10. For me, visiting South Korea
Extremely Unlikely Extremely Likely
1. to experience different culture is 1 2 3 4 5 6 7
2. to explore Korean food is 1 2 3 4 5 6 7
3. to experience different lifestyles is 1 2 3 4 5 6 7
4. to visit some cultural and historical attractions is 1 2 3 4 5 6 7
5. to have new (travelling) experience is 1 2 3 4 5 6 7
Strongly Disagree Neutral Strongly Agree
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FI 1. Most people who are important to me think that I 
should visit South Korea for holidays.
Strongly Disapprove Neutral Strongly Approve
F12. Most people who are important to me would approve 
or disapprove of me travelling to South Korea.
F13. The following people would approve or disapprove of me travelling to South Korea 
(N/A: There is no applicable person).
Strongly Disapprove Neutral Strongly Approve
Family 1 2 3 4 5 6 7
Friends 1 2 3 4 5 6 7
Colleagues I 2 3 4 5 6 7 N/A
F14. The likelihood of me listening to what the following people say about my visit to South 
Korea is (N/A: There is no applicable person)
Strongly Disapprove Neutral Strongly Approve
Family 1 2 3 4 5 6 7
Friends 1 2 3 4 5 6 7
Colleagues 1 2 3 4 5 6 7 N/A
Extrem ely Difficult
F15. For me, travelling to South Korea is...
Extrem ely Easy
1 2 3 4 5 6 7
Strongly Disagree
F16. If I wanted to, it would be possible for me to travel to 
South Korea.
Neutral Strongly Agree
1 2 3 4 5 6 7
F I 7. Visiting South Korea is difficult for me because...
Strongly Disagree
1. The travel cost is expensive 1 2 3 4 5 6 7
2. I don’t know the (Korean) language 1 2 3 4 5 6 7
3. South Korea is very far away to visit 1 2 3 4 5 6 7
4. I do not have enough time to travel 1 2 3 4 5 6 7
5. I do not have enough information about South Korea (e.g. 
Magazines, TV programs etc.) 1 2 3 4 5 6 7
6. I am concerned about the political situation in South Korea 1 2 3 4 5 6 7
Neutral Strongly Agree
FI8. To what extent would the following influence your decision to visit South 
Korea?
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Extremely Unlikely Extremely Likely
1. Travel cost 1 2 3 4 5 6 7
2. Korean language 1 2 3 4 5 6 7
3. Distance to South Korea 1 2 3 4 5 6 7
4. Enough time to travel 1 2 3 4 5 6 7
5. Information about South Korea 1 2 3 4 5 6 7
6. Political situation in South Korea 1 2 3 4 5 6 7
Part IV. Personal information
Gl. Gender: □ Male
G2. Age group: □ 18-24
0  55-64
G3. Highest level of education: 
El Secondary or equivalent 
El Undergraduate degree 
0  Others (please specify) _
0  Female 
0  25-34 
0  65 or 65 +
0  35-44 45-54
0  Post-Secondary/College/Vocational or equivalent 
HI Postgraduate degree
G4. Monthly household net income:
0  £750 or less 0  £751-£1,250 0  £l,251-£2,500
0  £2,501-£5,000 0  £5,001 or more
G5. Living arrangements:
0  Living alone
0  Living alone with dependent ehild(ren)
0  Living in a committed relationship with dependent child(ren)
0  Living in a committed relationship without dependent child(ren)
G6. Current occupation:
0  What is your current occupation?_______________________
Please describe what your current job involves
0  If you are retired, what was your previous occupation? 
Please describe what your previous job involved____
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APPENDIX 8 FLYER FOR THE MAIN SURVEY
(VERSION 1)
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APPENDIX 9 FLYER FOR THE MAIN SURVEY
(VERSION 2)
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